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WHAT 
NEXT 


NEXT » «+ After you read this column 
turn the pages of this issue and 
note the “Times and Trends” 
items, read the “News” from 
wholesalers and manufacturers, 
study the short and fast-reading 
articles, pictures—they all have a 
slant that should help you sell 
more goods 


NEXT »+«Compare your own sales of 


Appliances and other Christmas 
Goods with the sales records, re 
ported on the “Selling This Month” 
page of this issue. Those scores 
are worth looking at and _ it’s 
wholesalers that made them pos 
sible, and hard hitting salesmen 
that booked the orders....... 


NEXT «e+ The New Product pages will 
demand your careful attention, 
for they are crowded with new 
items that you can sell and don’t 
forget that the manufacturers, 
who are ADVERTISING, want to 
sell their lines through the whole 
EOE vaca ale wits 6:0 Bias ev oan 


NEXT »«+The National Electrical 


Wholesaler’s Association will meet 
at the Hotel Gibson, Cincinnati, 
October 16-20, and if your house 
is not going to be represented, 
just know that you are going to 
miss some valuable and money 
making opportunities 


NEXT ««e That October issue ot ours 


is going to be a whopper when 
it comes to supplying NEW and 
TIMELY IDEAS on selling light 
ing equipment, all as a PLUS 
VALUE insert, which will b 
presented in addition to all our 
regular contents and features 


NEXT eee Kee Pp your eyes pe eled for 


the forthcoming announcement of 
a sizzling selling campaign to be 
launched in this publication for 
1940. It involves an intimate tie-up 
between wholesaler’s and manu 
facturer’s selling effort—objectiv« 

MORE SALES at BETTER 
. | AAR ee 


NEXT *** Remember: YOU are on the 
firing line all the time. YOU fre- 
quently have sales experiences 
that our other readers would like 
to know about. YOU should write 
us, or if possible send a series of 
photographs, supplying details re 
garding an extra nice order taken, 
or a lighting or wiring installation 
that has unusual merit or interest. 
Don’t be bashful. Send in what 
YOU think will interest others 
in this field. Remember—we pay 

for material that we publish..... 





WN ROW Wall Plates 


\ 
\ 





/ Stan 


‘ Universal 


You can now keep your stock of 
plates complete with ONE surface 
design. Any number of gangs as 
listed — any listed combination of 
openings — matching all other plates 
using the UNILINE trade-mark... This 
gives a new flexibility to your stock; 
no holding up jobs to match designs 
of numbers you are short of. You may 
choose from brown Bakelite or cream- 
tinted white IVORYLITE in plates of 
UNILINE design. New data-sheet brings 
complete listings of the UNILINE 


universal trade numbers. 


ARROW ELEGTRIG DIVISION 


THE ARROW-HART & HEGEMAN ELECTRIC CO. HARTFORD, CONN. 
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SEPTEMBER 


a 

Good Score Electric appliances in the home have 
pushed average annual consumption of current of do- 
mestic customers above the 1,000 kilowatt-hour level in 
the Philadelphia Electric Company’s territory, for the 
first time in its history. 

That, having happened in the 12 months ending July 
3lst, 1939, is eloquent testimony that a good appliance 
selling job has been done in the territory, because in the 
boom year, 1929, average annual consumption was only 
198 kilowatt-hours, or less than half. 

[Important fact is that in 1929 P.E.C.’s customer paid 
$31.90 for his 498 kw. hrs. of “juice” and in 1939, for 
double that amount, he paid only $36.71, because of suc- 
essive rate reductions. Then, remembering that prices 
m practically all appliances are down to half or less of 
what they were in 1929, we wonder why wholesalers 
lon’t sell more appliances. 

Rates down—appliance prices down—it’s duck soup 
or the fellow who feels that Philadelphia should not 
be alone in the parade. 


ne 
lip Off Smart wholesalers will organize their sales 
ce to line up dealers in a drive to capitalize on a re- 
ent survey made by the Research Bureau of DePaul 
‘niversity. 

Designed to determine what the average consumer 
lans to buy next, and covering 11,142 families, the 
urvey shows that vacuum cleaners stand THIRD on 
ie buying schedule, refrigerators SIXTH, radios 
-INTH, washing machines FIFTEENTH, waffle irons 
-INETEENTH, the electrical industry thus scoring 
ve out of the first nineteen items. 

The tip-off is that intelligent selling plans, featuring 
le items mentioned, made now and energetically pur- 
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sued between now and Christmas should bring excep- 
tionally good results because—these DePaul surveys 
are really good indicators of what the public wants to 
buy. Need we say more? 


Acquitted One of the results of that monumental 


study of the costs of distribution, recently completed by 
the Twentieth Century Fund, is that it explodes the 
long prevailing theory that the wholesaler—the much 
abused “‘middleman’’—is a parasite that should be erad- 
icated. 

It shows that the wholesalers’ operating costs and 
their meager profits—when if and as they manage to 
show them—aimount to LESS THAN ONE FIFTH 
of the total cost involved in distributing goods from the 
producer to the consumer. 

The study concludes that if the intermediary func- 
tions (which are the wholesaler’s job) were not per- 
formed by someone, OUR ECONOMY IN ITS 
PRESENT FORM COULD HARDLY EXIST. 

We agree one hundred per cent, for we know of 
more than one manufacturer who reached that same 
conclusion after costly and painful experimenting with 
policies that circumvented the most economical distrib- 
uting medium yet devised—the wholesaler. 


Home Building There must be a lot of new wir- 


ing, fixture and appliance business somewhere, for from 
the United States Building and Loan League comes the 
report that all associations in the United States loaned 
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a total of $454,000,000 to home owners, during the 
first 6 months of this year. 

While that is the record of only one of numerous 
financing groups, it is indicative of the tremendous 
volume of new building and repair projects that is 
under way. 

Not since the building boom of the 1920’s has there 
been such activity, and it’s the kind in which the local 
contractors do the bulk of the business, which means 
that the wholesalers should profit from it. 


Bad Debts Through its chief, Dr. Wilford L. 


White, the Marketing Research Division of the De- 
partment of Commerce announced recently that industry 
loses each year approximately $200 million in bad 
debts. 

Specifically wholesalers are found to lose more than 
their share, smaller wholesale houses averaging 1.40 per 
cent of losses on their sales, while large wholesalers 
hold their credit losses down to 0.30 per cent. 

While these percentages seem small, they represent 
losses that every wholesaler and salesman has to make 
up on business done with the good credit customers. 
The moral is—the tighter the credit man draws the 
line by scratching poor risks, the more selling time and 
effort can be devoted to the fellows who pay their bills. 


Loudspeakers On a 26-acre tract in Plainfield, 


N. J., a contractor is building the first of 31 two-story 


apartment houses. He has installed loud speakers in 
trees throughout the property, so every part of the 
job can be reached instantly from the office. Weather- 
proof telephones handle call backs and consultation. 

They say the time saved is worth many times the 
cost. Well, if it is so here, it’s so on every other 
housing project and large construction job. It’s a 


new market for communication equipment. 


Law Pattern From Wisconsin, come reports that 
manufacturers, in increasing numbers, are arranging for 
comphance with the new law, effective July 1, 1939 
which restricts the selling of merchandise to employees, 
crimps the “I can buy it at wholesale” artists. 

In a recent bulletin, the Wisconsin Manufacturers 
\ssociation urges utmost compliance because “the law 
is so broad in coverage and so violent in penalties.” 

While this law may require some revision before it 
becomes wholly practical and is equitable to all con 
cerned, it is nevertheless a step in the right direction. 

Where persuasive and other methods have failed, 
wholesalers and manufacturers should cooperate in 
every state to the end that an obnoxious and indefensible 
practice might be wiped out through suitable legisla- 
tion. Wisconsin has provided a pattern. 
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Tune In More wiring means more business, and 
that’s the objective of three booklets just issued by the 
Edison Electric Institute. These booklets visualize in 
the text and illustrations the important objectives rej 
resenting adequate wiring and proven means of obtain 
ing them under the titles “Basic Factors of Adequat 
Wiring,” “Covered Neutral Cable Helps Sell Adequat: 
Home Wiring” and “Commercial Building Rewiring 
Market.” 

For wholesalers and salesmen the booklets provid 
many new sales angles that open up previously unex 
plored avenues to more sales. To study them and cap 
italize on their contents will mean more money throug] 
more sales. 


Washington Straws Home building activities re 


ceived additional “shot in the arm” through FHA’s 
recent cut of interest rate to 44 per cent Defeat 
of the spending-lending program will have little effec 
on current business trends, as none of the activities it 
involved could have made a dent anywhere until well 
into 1940 
spend and legislate in whichever way political necessities 


Next session of Congress is likely to 


may dictate, election needs will have first consideration, 
and at the top of the list is the need to have business 
moving along at a good pace In any event, 
WPA will get more funds at the next session since 
adjustment of WPA wages to living costs will take 
many more millions and more WPA workers are being 
shunted into public jobs That War Resources 
Board, recently appointed, if its functions are patterned 
after its 1917 predecessor, the old War _ Industries 
Board, will prove a real boon to business men—if wat 
should come, which we hope will not happen In 
one recent week, the War Department placed orders 
for another $85 millions worth of airplanes and parts 
That was part of what will eventually tota 
$2,000,000,000 which the army and navy is spending 
for national defense—not a bad boost for business 
Dopesters here contend that with his straddle-bug 
edict and his determination to move the date of Thanks 
giving Day for commercial purposes the President ha- 
pulled some more props from under his Third-Tern 


s 
pot 


chances. 


EDITOR 
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Investigate the profit possibilities in Porcelain Products’ 
Surfolet outlets. Learn how contractors are cutting installa- 
tion time and effecting savings on wiring materials through 


their use. 


Surfolets are installed in almost half the time necessary to 


install conventional surface outlets. 


No clamps, connectors or grounding, and less conductor, 


are needed, thus providing additional savings in material. 


Smart, modern design, sturdy, maintenance-free construc- 
tion feature customer appeal, while all-porcelain construction 


and Underwriters’ Laboratories’ approval assure safety. 


To help your contractor customers secure more surface wir- 
ing jobs at a price that appeals to both the customer and the 
contractor, recommend Surfolets. They are proving to be real 


sales clinchers everywhere. 


r 
Standard by - 
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No. 8400. This base standard 
under all Surfolet outlets 


pe 
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No. 8420 
Keyless 
Lamp Base 


No. 8430 
Duplex Flush 
Receptacle 


No. 8450 Blank 
Junction Box 


PORCELAIN PRODUCTS, Inc. 
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No. 8460 
Pull Chain 
Lamp Base 


f=») 
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No. 8410 Tum- 
bler Switch 
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No. 8440 
Rosette 





IF YOU SELL APPLIANCES 
—OR WANT TO PROMOTE 
ADEQUATE WIRING . 


Look ing, the FUSTAT 
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Fustat Base. Prevents destruction of circuit wiring 

from overloading .. . Permits adding any number of 

outlets to a circuit . . . Eliminates low voltage complaints 

due to overloading — because it keeps the circuit from being loaded 
beyond capacity. 


Once the proper size Fustat is installed it cannot be replaced 
with substitutes or sizes that are too large. 
If circuits are not adequate, the user cannot dodge 
the issue by bridging the fuse or by over-fuseing and <QGETHER 
SZ sacrificing safety. AN) — 
< 
mood The Fustat fits Edison base fuseholders through x Ps v7 4 DEQUATE 
etails Fs 


at 7\4c the use of an inexpensive adapter that locks in place. - IRING 


\SERVES 
SAVES) 


BUSSMANN MFG. CO., University at Jefferson, St. Louis, Mo 
JEFFERSON ELECTRIC COMPANY, Bellwood, II! 

KIRKMAN ENGINEERING CORP., 12] Sixth Ave., New York City S— 
NATIONAL ELECTRIC PRODUCTS CORP., Fulton Bldg., Pittsburgh, Pa. Retails at 7¥/c 
UNION INSULATING CO., 27 Park Place, New York City 


in 15 to 30 amp. sizes 
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SEPTEMBER----1939 


Wholesaler Salesmans NEWS 














HAPPY OUTLOOK for lighting industry —well-expressed by Myrtle 
Fahnsbender, home lighting specialist for Westinghouse Lamp Division; 
Jack North, chairman of National Better Light-Better Sight Bureau and 
A. E. Snyder, sales manager of Westinghouse Lamp Division. 





Campaigns to Boost Sales. 


Manufacturers show confidence in business 


outlook, schedule many advertising and 


promotional campaigns. 


profit substantially 


ROUND-UP of recent campaign 
‘} announcements, just completed by 
[ Wholesaler’s Salesman, indicates 
at during the coming fall and win- 
selling season wholesalers and 
alers will get more _ sales-boosting 
pport from various manufacturers 
in they have had in many years. 
Reason for this is found in the fact 
it most manufacturers are definitely 
timistic about immediate business 


Wholesalers to 


where participating. 


prospects, feel that pent-up buying 
power is being released, want to get 
their share of available business while 
the getting is good. 

Reports from important distributing 
centers indicate that leading whole- 
salers are preparing to “tune in” on 
any and all campaigns that give them 
a chance for booking some plus busi- 
ness, while sales managers are striv- 
ing to make contractors and dealers 
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get in step with campaign objectives 


for greatest possible sales results. 

Here is a brief summary of sales 
lrives already under way or “in the 
works.” 


Bond Electric Corp. launched a gen- 
eral promotional campaign to boost 
its “Super Power” flashlight batteries, 
using the theme “for longer battery 
life’. Advertisements in leading popu- 
lar, agricultural and boys’ magazines. 

Carrier Corporation will spend 
$100,000 in direct and dealer co 
operative advertising, mostly in local 
papers, to introduce its new winte) 
air conditioner selling at $295 to $500. 
\ follow-up campaign in national 
magazines starts spring, 1940. 


General Electric Co. starts in Octo- 
ber biggest campaign in its history, 
built around slogan “It’s Easy to Stay 
Young Electrically.” Includes a 
“Treasure Hunt” for distributor’s 
salesmen covering period September | 
to November 30. Extensive dealer 
tie-up provided. Washers and ironers 
are subject of special sales drive 
August 14 to October 21. (For further 
details see special news item.) 


Iron Fireman Mfg. Co. announced 
70 per cent increase in number of 
newspapers used—from 210 to 350 
papers—for dealer tie-in advertising. 
\lso will use 24 national magazines. 


Mississippi Power and Light Co. 
provides close tie-in with local electri- 
cal dealers in intensive drive to sell its 
43,000 customers $5,500,000 worth of 
electrical appliances. Campaign slogan 
“Electricity is Cheap.” Rate reduc- 
tions, just announced, to stimulate 
Consumer contests with weekly 
prizes to maintain public interest. 
Window displays, counter cards, tags 
and special salesman’s training courses 
are offered to dealers. 


sales. 


Proctor Electric Co. Nationwide 
sales campaign on Never-Lift iron 





il 


starts October 7 with liberal provisions 
for local advertising to help dealer 
sales. Three-year guarantee and auto- 
matic temperature control are cam- 
paign features. 

Toastmaster, the whole new  re- 
designed line, will be featured in 
what McGraw Electric Co. calls “the 
most powerful campaign in our his 
tory.” First guns will boom early in 
September, set off a continuous bar- 
rage which is to last through into 
1940. 

Aside from these drives, sponsored 
by individual concerns, the following 
cooperative campaigns will help to 
keep up public interest in 
products. 


specific 


American Washer and Ironer Mfrs. 
Assn. sponsors National Washer- 
Ironer Week, October 14—21, plans 
extensive advertising and promotional 
campaign, offers $25-$200 in prizes to 
dealers in each of three divisions, for 
best window display. 

Better Light—Better Sight Bureau 
continues its promotions for better 
lighting. Will cooperate with 

The Modern Kitchen Bureau in a 
national electrical appliance sales cam- 
paign. The bureau also sponsors a 
huge electric range fall promotion and 
a separate drive to sell water heaters. 

Commercial Electric Cooking Coun- 
cil announces a contest for which deal- 
ers and utility salesmen are eligible. 
Prizes, $200 


Adequate Wiring 
Activity 


With all branches of the industry 


taking a keener interest in promoting 
adequate wiring, the program con 
tinues to move ahead, gathering added 
force and effectiveness each month. 

One of persistent problems is to 
find ways-and-means for dramatizing 
the need for heavier copper, more 
outlets, greater flexibility. To help 
lick the difficulty, the National Bureau 
has just published the Home Planning 
Manual, a 24-page booklet designed 
to help in planning new homes or 
remodeling old ones for greater liva 
bility. Useful to wholesalers, con- 
tractors, architects, builders and home 
owners, these booklets are available 
for 54 cents each in quantities of 
1000 or less. 

The Edison Electric Institute has 
issued three booklets that describe and 
illustrate adequate wiring objectives 
and means of selling the idea. Sixty 
cents buys the set. 

In New York the Electrical and 
Gas Association has set up a com- 
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TOSSING HONORS will soon be decided as these big wigs of The George 
Worthington Co., Cleveland, put keen eyes on the mark. Occasion was 
annual company picnic. (L. to R.) are Harry Riddle, Sr., director; John J, 
Bohning, manager of electrical dept.; L. H. Weber, vice president in charge 
of purchases; Arthur Maecker, assistant to Weber; Carl Bliehl, retired 
after 53 years of service; A, W. Fullerton, manager of plumbing dept.; 
Lloyd Collar, secretary and treasurer; David Aitken, Sr., retired electrical 


manager, and H. E. Hulburd, president. 





mittee to create a plan and program 
for promoting improved wiring in 
that region. L. E. Latham of E. B. 
Latham & Co. is chairman. H. C. 
Calahan of General Electric Supply is 
the other wholesaler on the committee. 


Roaster Drive 
Renewed 


With vacations about over and Mr. 
and Mrs. America settling back to 
normalcy, the Modern Kitchen Bu- 
reau’s electric roaster campaign is 
going forward with renewed energy 
for the fall and holiday selling season. 
Advertisements in McCalls, Woman's 
Home Companion and Saturday Eve- 
ning Post will sell the advantages of 
the roaster to the public. Two-color 
full-page ads are to run just before 
Thanksgiving and Christmas. 

Supplementing this advertising, 
window banners, counter cards, direct 
mail pieces, tie-in newspaper ads and 
radio spot announcements will also 
help wholesalers and dealers sell more 
roasters this fall. 


G.E. Appliance Push 


Based on survey proving that 
women—who have the final word 
after all—are much more concerned 
about what appliances can do for 
them, rather than how they are built, 
General Electric is launching its most 
ambitious appliance drive to date 
under the theme, “It’s Easy to Stay 
Young Electrically.” 

Well pleased with last year’s cam- 


paign when $250,000 was spent to 
help retailers sell the general appli- 
ance line, G. E. officials and their ad- 
vertising agency (Maxon, Inc.) have 
chosen magazines again to carry the 
message. 

Currently six two-man teams are 
covering the country explaining de- 
tails of the campaign to distributors. 
They are providing each sales coun- 
selor (wholesaler’s salesman) and his 
boss with a “Treasure Chest” box 
This wraps up the whole story. It 
gives complete details of the advertis 
ing program, and such helpful mate- 
rial as sales presentations, merchan- 
dising ideas, spot broadcasts, training 
methods, newspaper mats, display sug 
gestions. 

Another strong feature of this ap 
pliance drive is a “Treasure Island” 
display for floor use. Made of ply 
wood, it is easily assembled, and e1 
ables the wholesaler and retailer 
display a large array of traffic appl 
ances in small space. This “Island’ 
will also be merchandised in the ad 
vertising. 

To further stimulate wholesale 
salesmen, the company started a sal 
contest the first of the month whic 
runs to November 30. And _ prizes 
are plenty worthwhile. 


Better Light Plans 
For Sixth Year 


Under the theme, “The Dawn Ot! 
A New Day Through Better Light- 
Better Sight”, the National Bette 
Light-Better Sight Bureau is going 
into its sixth year with a complete 
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promotional program to help sell more 
bulbs, fixtures and portable lamps. 
Headquarters are especially cheer- 
ful about the 1939-1940 season be- 
cause of the fine lighting at the two 
Fairs and the strong effect it is ex- 
erting on the thousands of Fairgoers. 
It is felt that part of the selling job 
is already done, and that reaction to 
its work, translated into sales, will be 
greater than ever before. Following 
up initial announcements, the Bureau 
making available this month a 
series of sales-helps. A  sound-slide 
film, running 15 minutes, tells the 





story of lighting from colonial days 
to the present time. This leads the 
promotional parade. Display ideas, 
suggestions for shows and exhibits, 
mailing folders, posters, newspaper 
advertising mats, radio scripts, edu- 
cational material and contest sugges- 
tions are obtainable also from national 


headquarters. 
In addition, the Bureau has pre- 
pared editorial releases for mnews- 


papers, magazines and radio stations 
and is securing live radio programs 
over the National and Columbia net- 
works. 


Wholesalers Share 
R.E.A. Millions 


Climbing electrical supplies, equipment and home 
appliance sales mark spots in 34 states where 163 
R.E.A. cooperatives are spending $14 millions. 


ECENT investigation by _ the 
R Wholesaler’s Salesman has estab- 

lished the fact that it is now de- 
cidedly easier for wholesalers to get 
a good share of R.E.A.-finance 
supplies and appliance business _be- 
cause the Rural Electrification Admin- 
istration’s formula for cooperative 


ganizations and procedures for get- 
have 


ting allotments become fairly 


well standardized. 








REA SALES STAR is Joe Rogers, of 
the Star Electric Co., Erie, Pa., who has 
demonstrated that wholesalers can bottle 
up most all the business on REA proj- 
Read his story in this issue. 


ects. 
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Electrical wholesalers’ salesmen 
whose territory consists chiefly of 
small cities in rural areas also are 


learning that it pays to keep in very 
close touch, not only with the good 
contractors, but that a friendly call 
at the local bank or the implement 
dealers will provide the tip-off about 
cooperative movements and planned 
projects. 

Furthermore, R.E.A. headquarters 
reports that several electrical equip- 


ment manufacturers are developing 
new devices specially designed to 


meet the needs of the rural market 
and sufficiently low in price to suit 
the purse of low income 
With electrical wholesalers always lo- 
cated nearer to the point of use than 
the manufacturer himself, sales _poli- 
cies covering such new items are ex- 
pected to provide for distribution 
through wholesalers. Interests of and 
Gpportunities for wholesalers are ad- 
vanced further by the current R.E.A. 
campaign to promote sales of rural 
light and power wiring jobs, machin- 
ery and appliance sales through a 
series of demonstrations in rural 
areas. 

These are planned far in advance. 


Manufacturers of farm machinery, 
power, pumping and labor saving 
equipment provide demonstrating 
trucks, trailers or display tents in 


cooperation with their local agents. 
Home appliance and lighting fixture 
displays are arranged and maintained 
by the leading local electrical dealers. 


farmers. - 


Started on July 3rd at Cassopolis, 
Mich., the R.E.A. demonstration tour’s 
itinerary has already carried it 
through parts of Michigan, Indiana 
and Ohio. September calls for two- 
day demonstrations and _ electrical 
shows at Bloomington, Kansas; Shel- 
byville, Ilsey, Petersburg, Golden and 
Macomb, all in Illinois. After that 
Missouri, Arkansas, Oklahoma and 
Texas are on the schedule, which 
winds up just before Christmas. 

Attendance at these demonstrations 
has been highly gratifying, and at- 
tending contractors and dealers report 
booking some fine business. Sales 
results are expected to be still better 
when the recently adopted plan for 
R.E.A. financing of equipment and 
small appliance sales gets under way. 

First of the offerings under that 
plan is to be a combination of the two 














| 
TOTAL OF R.E.A. ALLOTMENTS 
BY STATES 
Made from July 1 to August 11, 1939 
No. of 
States Allotments Amount 
> ie BOE. veces De swece $14,192,000 
pO ce aos 122,000 
PE <.aiap n:e6.e00 ee 120,000 
CS ee B ccvccce 
NT eee OS hie a 2,000 
a i aiete Seve 152,000 
hai wee ons > 180,000 
CO Se 9 630,000 
EE oo vik tre, ead GBR a 20,000 
oki w witnw wave F 2,161,000 
od ae Ki aeicdic OF debe cig 415,000 
| eae 1,523,500 
ER bak w ae besos Beiwdes ba 248,000 
EE 600 ceases D tienen 121, 
saa abe 66.00 ee 17,500 
EE Swi ne 60 00-4 ee 292,500 
Minnesota ........ OP ferent 1,565,500 
Mississippi sig ee oie 000 
ee ea 706,000 
pee Oe rere kc aia 342,500 
Nebraska .......... ees 35,500 
I is accion oh sities 5,00 
I, ccccce Be cenveas 5,000 
North Carolina..... ees 95,000 
iC ES 832 
eee cae osns 17,500 
A sa Sante 12,000 
Pennsylvania ...... rere 1,244,000 
South Carolina..... | Cr 398,000 
South Dakota ...... Do vicinal 889,000 
Tennessee ......... as 
| 15 1,015,000 
Washington ....... er eee 651,500 
. ies eee 312,000 
. es Drees kiec 150,000 
I.E.S. (one floor and one table) 


lamps, which the dealer will buy at 
$5.75 to $6.00, and sell at $9.95. 

Meanwhile R.E.A. headquarters 
is speeding up its approval of new 
projects wherever possible and has 
already alloted nearly 40% of its total 
1939-40 appropriation. The 163 pro- 
jects released since July first are lo- 
cated in 34 states (see accompanying 
table), will mean in the aggregate 
expenditures of $14,192,000. 

(Wholesalers and salesmen who 
cover rural territories in which “high 
line” extensions might be promoted 
by private utilities or the R.E.A. will 
be interested in the article Head and 
Foot Work Get R.E.A. Job, on page 
20 of this issue.) 






















































































































































































































































































MIKESTER presiding at a dinner of the 
Pacific Appliance Institute is Al H. 
Veyer, distributor, and president of the 
group. Thomas F. Joyce, RCA _ vice 
president, rests his chin, while awaiting 
his introduction. 





E.E.L Rural 
Conference 


Recognizing the importance of the 
rural market, the general sales com 
mittee of the Edison Electric Insti 
tute stages its first National Rural 
Sales Conference on the 21st and 22nd 
ol September. 

H. E. Dexter is chairman of the 
meeting which will be held in the 
Hayloft of the Electrified Farm at 
New York’s World's Fair. First 
day's program will be devoted to ad 
dresses by speakers well-versed in 
rural sales development. The follow 
ing day, round-table discussions will 
be led by men who have been out on 
the firing line, and know the art of 
rural selling. 


Lamp Price Drop 


Vhanks to increasing acceptance of 
fluorescent, reflector and inside-frosted 
silvered bowl lamps, three major 
manufacturers — General Electric, 
Westinghouse and Hygrade Sylvania 

have been enabled to reduce prices 
on these types. 

General Electric and Westinghouse 
fluorescents vary from five to fifteen 
cents lower; silvered-bowl _ inside- 
frosted lamps are down ten and fif- 
teen cents; reflector lamps (spot and 
flood) have been reduced fifteen cents. 

Hygrade’s fluorescent lamp prices 
have been lowered from five to twenty 
cents on various sizes and_inside- 


silver bowl and reflector lamps are 


down five to thirty cents. 
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Distribution 
Conference 


BOSTON—With many changes tak- 
ing place that affect the entire distri- 
bution field, an unusually large attend- 
ance is expected at the Eleventh 
\nnual Boston Conference on Dis- 
tribution, October 2nd and 3rd, at the 
Statler Hotel. 

More than 35 authorities on sales, 
advertising, science, invention, busi- 
ness and finance will address the 
Conference, explain how new develop- 
ments and trends influence distribu- 
tion. 

A partial list of speakers includes 
Charles F. Kettering, president, Gen- 
eral Motors Research Corp.; Harry 
Boyd Brown, national merchandising 
manager, Phileo; O. Fred. Rost, edi- 
tor, Wholesaler’s Salesman and Radio 
and Television Retailing; J. Frederick 
Dewhurst, economist, The Twentieth 
Century Fund; Elmer L. Ward, presi- 
dent, Goodall Co.; Dr. Vergil D. 
Reed, assistant. director, U. S. Bureau 
ot the Census; Paul Hollister, execu- 
tive vice president, R. H. Macy & Co. 

Reservations should be made with 
Daniel Bloomfield, 80 Federal St., 
Boston 


Burritt To Eureka 


DETROIT—With a broad experience 
in appliance merchandising and a wide 
acquaintance among distributors and 
dealers, Henry W. Burritt goes to 
Eureka Vacuum Cleaner Co. as presi 
dent and general manager. He takes 
over the work vacated by Fred War 
dell, founder of the company, who 
becomes chairman of the board. 
Before going with Eureka, Burritt 





was vice president in charge of sales 
for Kelvinator. He started in the ap- 
pliance business in 1926 as head of 
Leonard Refrigerator Co. When that 
firm merged with Kelvinator, he was 
named vice president. With the Nash 
consolidation, Burritt became _ vice 









president in charge of Kelvinat 
sales. 

Educated a lawyer (Detroit College 
of Law) he spent some years as t 
counsel for Ford Motor Co. Fro 
there he went to the old Gray Motor 
Co. as vice president and general 
manager, then to Leonard. 


Republic Pushing 
Refrigerator Parts 


DAVENPORT—To get a strong: 
foot-hold on the growing refrigerat: 
parts market, Republic Electric Co., 
has brought in E. L. Bengston from 
the Electric Equipment Co., an affili 
ated organization, to head up this end 
of the business. Inventory of this 
line has been increased and a large: 
sales counter installed. John J. Goebel 
is out on the road specializing on th 
sale of refrigerator supplies. 


Toastmaster Meeting 


ELGIN, ILL.—Toastmaster territori 
managers, at their recent meeting at 
Crystal Lake (Ill.) Country Club, 
were well pleased with three at 
nouncements made by General Sales 
Manager K. C. Gifford and Assistant 
Sales Manager W. E. O’Brien. 

First, they heard that sales for th 
first half of the year were highest 
Toastmaster history. Second, the 
saw and learned about two brand new 
items in addition to a completely re 
stvled general line. Third, they we 
viven details of the heaviest fall ad 
vertising campaign to date, with 15 
national magazines carrying the bulk 
of the promotion. 

The two new products are a Junio 
Toast ’n Jam Set and a Waffle Sery 
ice. Creation of the toaster set, list 
ing at $8.50, was in response to pet 
sistent dealer requests for one «ce 
signed to hit that particular pri 
bracket. 


Seattle Rate 
Reduction 


Seattle’s consumers, and the enti 
electrical industry, will benefit fro: 
an electric rate reduction which went 
into effect September Ist. The ne 
rate structure brings the first 40 kw 
to 44 cents, the next 180 kwh to 2 
cents and additional kwh to } cent 
Already America’s No. 1 electric 
range city it seems logical to assun 
that Seattle’s sales of other appl 
ances will move ahead fast and fur 
ously under the stimulus of the ne 
low rates. 
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IN THE SHOW ROOM of Graybar’s Portland, Ore. house, is part of the 
congenial crew. The young ladies are, left to right: June Olsen, June Bartosch, 
Mrs. Flora Maudsley, Dorothy Ann Beach and Alice Brix. Second row, H. T. 
Bohlman, D. R. Darby, Marvin Peck, E. B. Tongue, S. G. Ward, manager, 
T. G. Fricke and A. B. Young. Back row, J. F. Ryan, J. R. Read, H, C. 
Siegfried, G. P. Schulte, E. 1. Snyder and W. E. Ford. 





Large volume of sales and unfilled orders, plus 


les 
il 
th 
r 
e\ 
re 
ey 
ad- rATEMENTS of _ exceptional 
I) , sales increases and heavy bookings 
ulk released by important electrical 
inufacturers indicate not only that 
10 holesalers’ stocks are being replen- 
de hed in expectation of heavy fall and 
sah vinter sales, but that heavy buying 
ry f apparatus and other industrial elec- 
de trical goods is in progress. 
‘ The General Electric Co. reports 
that orders received topped 1938 by 
32 per cent, while the unfilled orders 
n hand by Westinghouse on July Ist 
ere $12 million more than on Janu- 
ry 1, 1939. 
Some of the cable, fittings, wiring 
evice manufacturers are enjoying 
tit ealthy increases over last year, while 
‘Ol n the appliance field some spectacular 
ent ains are reported. For _ instance, 
1€ les of McGraw Electric Co.'s 
cW oastmaster line are climbing fast and 
o 2 $s new line, introduced a month ago, 
nt lready has pushed totals nearly 20 
tr er cent above last year’s record 
un reaking figure. 
»p! From Manning Bowman and Co. 
ur mes the report that August sales 
ne its electrical appliances are topping 








forecast good business for balance 


st year’s August by 150 per cent. The 
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excellent performance records of electrical firms 


of 1939. 


Proctor Electric Co. finds sales of its 
irons running 200 per cent ahead of 
last year. The Silex Co. states that 
August sales score heavily over last 
August, and maintain by a safe 
margin the company’s unusual record 
of having exceeded each month the 


sales of the same month of the previ-’ 


ous year right through good times, 
bad times, depressions, recessions or 
what have you. The Noma Electric 
Corp. told the I!’holesaler’s Salesman 
that orders for Christmas tree lights 
are ranging up to 200 per cent above 
what identical concerns ordered last 
year. 

Supporting evidence of substantial 
increases from the National 
Electrical Manufacturer’s Association, 
which reports that orders taken by 78 
important manufacturers during the 
first 6 months of 1939 exceeded those 
of the same 1938 period by $92 mil- 
lions, or 29.5 per cent. 

Performance records for the first 
half of 1939 indicate that electrical 
manufacturers, even then, were going 
at a handsome pace and so should be 
well geared up to take care of the 
orders that are rolling in. 


comes 





A recent statement of General 
Electric Co., shows for the first half 
of 1939 net earnings 24 per cent 
more than for the same period of 
1938 and sales billed were 12 per cent 
ahead. 

In the same period, Westinghouse 
earnings gained 41 per cent, and 
order bookings rose 36 per cent over 
1938. 

Cutler-Hammer increased its six 
months’ earnings by 37 per cent, Square 
D pushed earnings from $116,328 in 
1938 to $308,381 in 1939, and Rome 
Cable Corp. made a $46,000 profit, as 
contrasted with a $10,000 loss in the 
same period last year. 

Similarly Anaconda Wire and Cable 
Co. turned from a net loss last year 
to a net gain of $131,000 for the 
second quarter of 1939. 


Wiremold Lighting 


HARTFORD — The Wiremold Co. 
has announced organization of a Light- 
ing Division with Perry S. Strang as 
Inanager. The expansion 
Wiremold to enlarge its services which 
have grown out of an increasing use 
of its wiring systems for use with 
fluorescent and lumiline lamps. 


enables 





Lighting Manager Perry S. Strang 
is well known in the industry and 
comes to Wiremold with 25 years of 
lighting experience. Formerly of Chi- 
cago, and more recently of Allentown, 
Pa., Strang is now located at Hart- 
ford, Wiremold’s headquarters. 


Discount-Buying 
Battle 


BROOKLYN, N. Y.—In a 
and justified attempt to route appli- 
ance buying through retailers, where 
it belongs, the Electrical Appliance 
(Continued on page 38) 


serious 
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The 
CAMERA 


CLICKS 
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CALMLY WATCHING the camera go 
into action is H. T. Whitehouse, who 
sells for Westinghouse Electric Supply 
Co, at Spokane, Wash. 





PRESIDENT of the San Francisco Elec- 
trical Development League is Clyde 
Allen, manager of the Electric Kitchen 
Appliance Co., Hotpoint distributors in 
northern California. 





COAT OFF and collar loosened, so 
Marvin Liberman, manager of Iluminat- 
ing Electric Co., Chicago, is all set for 
some hard work. 





HEAD MEN of the Glens Falls (N.Y.) Electric Supply Co. go a bit serious on us 
for the moment. E, S. Peart, left, and M. M. Yaffee are partners in this up-and 
doing wholesale house, whose salesmen cover a good portion of the New England 
states. 





SALESMEN AND MANAGER do an eyes front in the electrical department of 
Canfield Supply Co., Kingston, N. Y. Jay Molyneaux, left, sells at the counter. 
Next is the electrical manager, E. H. C. Angell, then Edward Houghtaling, an 
outside salesman and at the right, John Conlin, counter salesman. 





ALONG THE LINE in the show room of the Chicago Electrical Supply Co. are, 
left to right, J. E. Dwyer, president, J. Guzy, P. Brenn, E. Zdyb, J. Hintz, Miss 
H. Keevan, A. E. Urban, Miss M. Kline, Miss B. Melichar, ]. W. Davis, R. McFeely, 
B. Mathieu, E. Mathieu, C. Wieck, M. ]. McNamee and E. Julian. 
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AROUND THE TABLE with some sales ideas are Charles Weicensang, vice 


president and sales manager of Hyland Electrical Supply, Chicago, Tom Carey. 
ca one of the star salesmen, and Les Shaw who heads up appliance sales. 





of 
ter. 


STOCK RECORD KEEPER A. F. Thom, left, of Boggis-Johnson Electric, Milwaukee. 
lines up with four of the men who do some high class counter selling. Next 
to Thom is Leonard Hapka, then Lawrence Wissing, J. E. Johnson and John 
Fryjoff. 





oo 
Sze) soo 








re, 
liss AT THE COUNTER of the Electrical Supply Co., New Orleans, are five order 
ely, builder-uppers. From the left are Miles Kuperman, counter sales; Benny Katz and 





Red Gruner, city sales; Bill Whitehead and Joe Gentile, both counter salesmen. 





September 1939 — WHOLESALER’S SALESMAN 

















SALES AND SERVICE are well repre- 
sented by these three fellows at Gray- 
bar’s Baltimore house. Joe Madden, 
right, sells at the counter. Mike Meskill, 
center, has charge of the warehouse 
and Bill Bartling puts the truck over 
the road. 





NOW APPLIANCE SPECIALIST for 
General Electric Supply at Buffalo, 
C. Stanley Coleman was with Frank 
W. Wolf, Inc., distributor of that city, 
and joined G.E. when it purchased the 
Wolf organization a few weeks ago. 
He sells major lines. 






SHIRTSLEEVES and smiles by three of 
the men at Peck Electric Supply Co.. 
Troy, N. Y. Counter salesmen Frank 
Wolfe and William Wells, right, flank 
the boss C. H. Peck. This firm recently 
increased its floor space by 2000 
square feet— always proof of better 
business. 






raining 





By John H. Frederick 


for 


etter Selling 


A review of what independent electrical wholesalers do to help their 


men make more money—with some suggestions to manufacturers 





N A RECENT SURVEY, independent 
| electrical wholesalers were asked 
what they were doing about train- 
ing their men to make more sales. 
Of those who responded, 95 per cent 
thought sales training necessary, 
and over half of them believed they 
should do more if time permitted 
and the proper manufacturer coop- 
eration could be obtained. 

Wholesalers do various things 
which they consider as sales train- 
ing. But 90 per cent of those con- 
tacted hold group meetings at 
regular intervals. They think this 
is the best method. But much de- 
pends on the type of men in the 
organization and the extent of the 
training program. 

Making calls with manufacturers’ 
missionary men is considered the 
next best training method. This was 
mentioned by 45 per cent of the re- 
spondents, and many of these com- 
bine this method with the sales 
meetings, particularly where the 
missionary men have taken part in 
group meetings before going out 
with individual salesmen. 

Working on the job with an ex- 
perienced man already on the force 
is particularly favored for new sales- 
men, and is considered the best 
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method of training by 40 per cent 
of the wholesalers contacted. About 
20 per cent feel that all three of 
the methods shown on the chart 
should be used as occasion demands, 
depending on the men being trained. 

Electrical wholesalers believe that 
sales training should permeate their 
whole organizations so that it 





MANUFACTURERS ATTENTION! 


This survey also developed some 
definite factors which are of direct 
interest to manufacturers who are do- 
ing sales training work. Here are 
some of them. 

1. Sales training material for 
wholesalers’ salesmen must be strong 
on product information and give spe- 
cific sales points which will help the 
individual salesman sel//l, General 
points of sales technique and straight 
inspirational stuff are less essential. 

2. With 25 per cent of wholesalers 
mapping out sales training plans a 
year in advance, and 75% believing 
that best training programs are home 
grown, cooperation between whole- 
saler and manufacturer will increase 
effectiveness of manufacturer-origi- 
nated sales training programs. 

3. Sales training material for use 
by wholesalers must be directed at 
the entire personnel rather than at 
salesmen alone. 











reaches everyone having any cus- 
tomer relations. This is an encour- 
aging sign. The main job of a 
wholesaling establishment is to sell, 
and everyone in the house should 
be in a position to help make sales. 
This is why 65 per cent of those 
replying direct their sales training 
programs to counter men, telephone 
order clerks, delivery men, credit 
men and salesmen. 

Other wholesalers, 55 per cent, 
think it sufficient if sales training 
programs include only the strictly 
sales employees. This means the 
outside salesmen, the telephone 
salesmen and the counter men, but 
leaves out everyone else. A _ small 
group, 15 per cent, think older sales- 
men need no further training; so 
direct most of their efforts at junior 
salesmen and new men. Still others, 
but only 6 per cent, think the poorer 
salesmen alone need training. 

The fact that only a small pro- 
portion of those wholesalers con- 
tacted confine their sales training 
work to juniors, new men and the 
poorer salesmen indicates that most 
regard training as a _ continuing 
process. It is carried on year after 
year, and is just as good for the old 
timers as for the youngsters. It 
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HOW INDEPENDENTS 


HANDLE SALES TRAINING 
Their Method 


Hold Group Meetings 
Also Use Manufacturers’ 
Men 45 
Also use experienced men 
of own staff to train 
others 40 


Whom They Train 

All personnel having cus- 
tomer contacts 

Their sales organization 


90 per cent 


65 per cent 


only i 
Junior and new salesmen 

only is " 
Poor Salesmen only . 


What Their Training Includes 


Product information 95 per cent 
Sales technique on spe- 

cific products 80 " 
General sales technique 45 " 
Common problems 40 
Inspirational material 30 














helps the stars as well as the poorer 
men. 

Only a small number of whole- 
salers direct their sales training to- 
ward city and country salesmen ex- 
clusively, and leave out the counter 
and telephone men. The smallness 
of this group indicates that most 
wholesalers recognize the important 
part counter and telephone order 
men play in wholesaling today. They 
ire just as much a part of the sales 
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force as are the men out plugging 
the territory. 

Electrical wholesalers know their 
men are hungry for comprehensive 
product knowledge and for specific 
discussions of sales technique—the 
kind which can be taken hold of and 
used. Consequently, 95 per cent of 
those covered by this survey devote 
their sales training work to apply- 
ing product information. And 80 
per cent conduct specific discussions 
of sales technique in terms of par- 
ticular products and how to sell 
them. What the product is, what it 
will do, how it is made, why it is 
worth the price asked and where it 
can be sold are all points on which 
sales training can be built. 

Answers to commonly raised ob- 
jections, particularly on new prod- 
ucts, and specific discussions of sales 
technique, make up the greater part 
of the programs of about half the 
respondents. Strictly inspirational 
sales training programs are declin- 
ing in favor, though still used to 
some extent by 30 per cent of the 
wholesalers covered. The general 


feeling is that most wholesalers’ 





salesmen have already had too much 
inspirational stuff handed to them. 
What they want is facts—and more 
of them. 

All five of the ingredients, shown 
in the table, are thought to be nec- 
essary in a well-rounded sales train- 
ing program by 40 per cent of the 
wholesalers contacted. Several were 
asked to state what proportion of 
each would be ideal. Here is a typi- 
cal reply: 

“Tn the business of electrical whole- 
saling, the greatest asset salesmen 
can have is a thorough knowledge 
of each line. They not only have to 
sell their merchandise to retailers, 
contractors, industrials, utilities ; but 
often have to teach merchants how 
to sell the products to their cus 
tomers. Or they must show indus- 
trial users how to apply them to 
their individual needs. Knowledge 
of the items, requirements of their 
territories, and how to sell particu- 
lar products under various competi- 
tive situations is of much greater 
importance than any general dis- 
cussion of sales technique or any 
amount of inspiration.” 





Head and Foot Work 


Land R.E.A. Job 


Proof positive that Wholesalers can cash in and 


—A pattern for those who want R.E.A. business 


By JOE ROGERS 


As told to HYM KELLICK 





S' 11.D—by a wholesaler’s sales- 
man, an order for $75,000 worth 
of cable, wire and other materials 
for a rural electrification job. 
Sold—by the same wholesaler’s 
salesman, an order for the necessary 
conduit, wiring material, hundreds 
of transformers and meters. 
Sold—through that  salesman’s 
dealer-customers a large quantity of 
table appliances, ranges, water heat 
ers, other major appliances, to farm 
ers along the new “high line.” 
Sold—through that  salesman’s 
contractor-customers a flock of mo- 
tors, control apparatus, milking ma- 
chines, other materials to farmers 


who wanted to electrify some of their 


daily chores. 
Those are the high lights of ac- 


complishment that the Star Electric 
Co., Westinghouse Agent-Jobber of 


Erie, Pa., chalks up to the credit 
of Joe Rogers, veteran wholesaler’s 
salesman of the northern Pennsyl- 
vania and New York counties. 
Having learned the business when 
all wholesalers were big operators, 
Rogers still goes on the theory that 
no order is too big for a whole- 
saler’s salesman to take, nor too big 
for his house to handle. Therefore 
he just concentrates on selling the 
prospect on his own line of products 


and does not waste time talking 
about or knocking his competition. 

That his theory and philosophy 
still works out in practice, was 
demonstrated when he got wind of 
a big $1 million R.E.A. job. 

Rogers first heard of the project 
while making calls in the territory. 
He found the Northwest 
Electric Cooperative 


Rural 
Association, 
Saegerstown, Pa., was sponsoring 
the venture, so Rogers looked up 
Bruce Hecker, association head. 
From him he learned that he would 
have to sell fifteen men, all farmers, 
the members of the 


board. 


association 
Hecker gave him the names 


OUTSIDE 


the big tent 


MEN 


watching displays and 
demonstrations of 
ELECTRICAL machin- 
ery that will make farm 
work easier and more 
efficient at low cost 
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ad addresses of the board members, 
nd Rogers started a round of calls. 

Of course he wasn’t the only 
salesman on the job. Men for miles 
i1round were working on it. What’s 
more, he discovered that the direc- 
tors of the association were price 
conscious. A number of them re- 
sisted electrification because they 
thought it would be too expensive to 
the individual. Others had no idea 
what electricity really meant to the 
farm. 

So Rogers had two barriers to 
break down immediately. The first 
was the price angle, which his com- 
petitors hammered on since the 
farmers were in that frame of mind. 
The other problem was to teach the 
farmers what electricity would do 
for the farm and show them that 
it wasn’t so expensive as they had 
imagined. 

To lick these problems, Rogers 
called on all the farmers whose 
farms would be on the new lines. He 
talked electricity. He showed each 
one how he would save time and 
money in the long run with electric 
milking machines, and how much 
faster trees could be cut up by a 
motor driven saw. He pointed out 
the advantages of electric water 
pumps and how work would be light- 
ened by electrically driven lathes, 
drills, and machines of all kinds. 

And he stressed the advantages of 
dependable electric power for corn 
shelling, feed grinding, silo filling, 
threshing, and the thousand and one 
back-breaking jobs the farmer does 
in the course of a year. 

Then Rogers talked to the lady of 
the house. He talked to her about 
the electric washer; how much 









INSIDE 


the big tent 


WOMEN 


atently following lec- 
tures and demonstrations 
of how electrical appli- 


neces ease household 
tasks, shorten working 
hours, leave more time 


for leisure 





Large sales of wiring materials pre- 
cede — large sales of electrical 
machinery and appliances follow— 
the energizing of every rural exten- 
sion. These pictures, reflecting the 
intense interest of our rural popula- 
tion, were taken at the R E A 
demonstration and Electrical Show, 
recently held near Millersburg, Ohio. 
We are indebted to the Holmes 
County Farmer-Hub for their use 
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easier it is to handle than a gas en- 
gine driven machine. And he sold 
her on better lighting, to help con- 
serve the eyesight of the children 
when they study their lessons. In 
fact, he took time enough to give 
every one of the farmers a complete 
picture of what electricity would do 
for him and his family. 

Some of those in the district 
were foreign born. To reach them 
Rogers held educational meetings in 
the local grange halls, rented for the 
purpose. Moving pictures on the 
advantages of electricity to the farm 
were shown at these meetings. They 
were well received, not only by the 
foreigners, but by all the rural resi- 
dents who attended. 

After selling the advantages of 
electricity generally, Rogers then 
had to educate the dubious farmers 
to go along with the R.E.A. and in- 
stall electricity on their property. 
Here he worked out an idea which 
enabled him to throw the association 
out of the price rut and to clinch an 
exclusive contract on meters and 
per cent more 
had anticipated 


transformers at 15 
money than they 
paying. 

To put this one over, he 


secured 





and carried with him cut-away 
samples of meters and transformers, 
and upon each visit to the members 
of the board and other interested 
farmers, showed these and pointed 
out specific sales features. 

When talking transformers, he 
concentrated on safety features, 
playing upon the farmers’ fear of 
lightning. With the cut-away sam- 
ples he showed how lightning is ar- 
rested to avoid serious line troubles. 

And he stressed the expense in- 
curred, and loss of operation, when 
a transformer burns out because of 
over-load. Then he showed the 
over-loading light signal on his 
transformers which flashes on when 
too much power is drawn. He 
told how this light is always watched 
by roaming linesmen on periodic in- 
spection trips, making it almost im- 
possible for over-loads to go un- 
noticed. By dramatizing these 
features of his apparatus, Rogers 
was able to sign an exclusive con- 
tract on transformers and meters. 

Sut that was not all. Because he 
had worked hand in hand with the 
association, and built good will for 
Westinghouse appliances while visit- 
ing the individual farmers, Rogers 
had convinced many of them that 
Westinghouse merchandise was the 
type they needed for their homes. 
This helped him seal an agreement 
with the association to handle all 
Westinghouse appliances. 

That is Joe Rogers’ story. By 
combining head work and foot work 
he produced an enviable sales rec- 
ord. And incidentally proved his 
theory that no order is too big and 
that you don’t have to knock your 
competitors to land the business. 


Is the Sales Manager 
Always Right? 


A sales manager sizes up his col- 


leagues and some general problems. 


F we took a sales manager apart 

to see what makes him tick, 
we'd probably find just an ordinary 
man like ourselves. If we delved 
into his past, we’d find out that, like 
us, he “pounded pavement” and 
used many of the same tactics we 
are using today. And now as a 
sales manager, he is still liable to 
error and probably makes just as 
many as we do. 

His job is not easy. If business 
falls below estimates, he must trans- 
late our alibis and explanations into 
alibis and explanations to his prin- 
cipals. They must be dressed up and 
explained in a different language 
so that his principals may present 
alibis and explanations to the stock- 
holders. And so it goes. Being a 
middle man between the manage- 
ment and the salesman, his is not 
always a pleasant lot. And his being 
in the middle may lead him to make 
the most serious error. When 
called to account for a poor show- 
ing, an easy excuse is that one or 
more of his salesmen are letting 
him down—consequently the drop 
in business. Of course this is an ad- 
mission of his own weakness in the 
proper hiring, training and direct- 
ing of salesmen. As sales manager 
he is expected to know how to select 
the men he needs to sell his prod- 
ucts and represent the company. 
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He should have been able to see, by 
the salesmen’s daily reports, that 
the men he refers to as “letting him 
down” are probably in need of sup- 
port, a little help from the inside, 
or a bit of leading. A pat on the 
salesman’s back might have pre- 
vented that let-down. 

But some sales managers, instead 
of seeking excuses for business let- 
downs, find some ways to improve 
their salesmen’s general morale. 
They go to work; scratch the old 
“bean”, and develop some new 
ideas. After all, that’s the reason 
thev’re sales managers. 

\ sales manager I once knew had 
three salesmen under his direction. 
Of the three, two were producers, 
and making good in spite of poor 
business conditions. He might have 
fired the third man. But instead, he 
exchanged territories, putting one 
of his best men into the territory 
that was not doing so well, and 
putting the weaker man into the 
territory of the better man—a ter- 
ritory already developed, and show- 
ing fair returns. In the backward 
territory, the better man went to 
work and developed new business. 
The poorer man just marked time, 
did about the same as he always 
had done. No additional business. 
No new accounts. After this ex- 
periment the sales manager was 








Vern Brown, Manager Appliance De- 
partment, Graybar, Salt Lake City, 
gives his views on sales management. 


convinced that a change of man- 
power was necessary, but this deci- 
sion was confirmed only after the 
experiment was concluded. He had 
proved his hunch before acting 
upon it. 

Many present sales managers 
received their positions during a 
time when business was riding high. 
Now is the time for those men to 
show that they’ve got what it takes 
to carry on in spite of conditions 
that are only normal—and that is 
the word for it—that’s what we are 
experiencing now. Boem times are 
abnormal, and during such periods 
most anybody can make a record. 
3ut with conditions back to nor- 
maley, the weeding out process 
takes place, and the sales manager 
who finds himself unable to cope 
with these ‘conditions had _ better 
take a step backwards and learn 
more about selling so he can intel- 
ligently direct a sales force. 

Before he decides to relieve a 
man of his territory, however, the 
sales manager better be sure he has 
thoroughly analyzed himself and be 
sure he has done everything he 
should before making a decision. 

In taking the sales manager to 
task—my thought is expressed by 
Phillips Brooks as follows: “Only 
he who lives a true life of his own 
can help the lives of other men.” 
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Selling HIS MONTH 
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1, TREE LIGHT SETS and other Christmas specialties are 
pulling orders, 100 to 200 per cent larger than 1938 
2. RANGE sales are up to 50 per cent higher than last 
year in some territories. 3. TABLE APPLIANCES are 
moving fast, August sales ranging 80 to 150 per cent 
above last year. 4. AUTOMATIC ELECTRIC IRONS are 
breaking previous sales records in response to speciai 
advertising. 5 & 6. ONE-TYPE-SPECIALTY lines, in 
tensively promoted, keep up record of continuous sales 
gains, with August, 1939 sales establishing new all-time 
Auaust record. 7. ROASTERS scoring spectacular sales 
gains where cooperative campaigns are conducted. 
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IE L WERE c Wholesaler 





This Customer Writes 
the Ticket for Salesmen 


ALTER ELLI- 
Wer: is gen- 
eral manager of 
that amazing 
store in Shelton, 
Washington — 
the Lumbermans’ 
Mercantile Com- 
pany. He does 
better than a half million per year 
in a town of 3,000 population. He 
was the guest at a sales conven- 
tion where a sales executive held 
forth on what a salesman should and 
should not wear, in order to go over 
with his prospect. Purple socks, you 
know, and diamond rings, were 
among the taboos. Others got up to 
agree with him. 

They called on Mr. Elliott for the 
dealer viewpoint, and he proceeded 
to explode all their theories. In fact, 
he flatly stated that he didn’t care 
what the salesman wore—pink shirt 





or diamonds in his ears, just so long 
as he was a salesman. And here is 
the way he defined a salesman: 

1. 4 man who regards my time 
as valuable, and who also values his 
own. I get around and I read the 
magazines and I'll take my humor 
and my current events during leisure 
hours. In other words, I want to 
talk business when a salesman gets 
on the other side of my desk, not 
chew the fat. 

2. A man who knows exactly why 
he has come to me as a prospect for 
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his line. The average dealer, even in 
cities considerably larger than Shel- 
ton, doesn’t believe that an experience 
at Macy’s is conclusive of what can 
be done elsewhere. He wants to know 
how the reaction has sifted in from 
stores like his in towns or 
cities like his own. He wants his 
news all right—but news about the 
merchandise under discussion. How 
has it gone over elsewhere in com- 
parable territories? That’s what I 
want to start from. 

3. A man who knows his merchan- 
dise, and passes on this knowledge 
convincingly. If he has this in sufh- 
cient bulk, a pink shirt with emerald 
studs wouldn’t matter a bit. Perhaps 
I’d never even see them, because 
I’d be so engrossed in listening to 
him. After all, if a man can’t sell 
a thing to me, how am I going to 
sell it, in turn? Clothes don’t count, 
but—facts do. 

4. A man who never hedges if I 
ask him a straight question. For in- 
stance, if I want to know a price 
early in the interview, or before he 
has had time to make what he con- 
siders is the proper build-up for a 


own, 





price shock. 

5. A man who never speaks ill of 
his boss, or his house. If this doesn’t 
seem credible, listen to salesman say: 
“I’ve been telling the boss that he 
has to change his policy on that—or 
else” —or again, “The house cracks 
down on me if I take an assorted 
order like that”— 

6. A man who refrains from tell- 
ing me how awful my competitors 
are either as persons or as merchants. 





7. 4 man who doesn’t repeat what 
may be told to him in business con- 
fidence. 

8. 4 man who doesn’t turn on the 
blarney or soft soap as a detour he 
hopes will lead to an order, or in any 
other way tries to assure a sale by 
any means other than merit of his 
merchandise. 

9. 4 man who thinks my secre- 
tary has work to do. 

10. 4 man who keeps his word 
even in the small details, such as 
sending on the piece of dealer help 
he may have referred to. 

11. 4 man with ideas, as well as 
goods for sale. Watch a dealer say 
“Hello” to a salesman who has ideas 
on tap about a floor display, an ad, 
a window, a way to put on a sale. 
You will agree with me that a real 
salesman can wear anything—and get 
away with it. In fact, it doesn’t mat- 
ter at all. 





This department invites whole- 
salers, manufacturers and salesmen 
to project new plans or ideas for 
more effective selling and more 
profitable operation. It welcomes 
also letters of comment or con- 
structive criticism of prevailing 
practices in the industry. Letters 
will be considered for publication 
only if written on business station- 
ery or if position and business con- 
nection of the writer is clearly 
stated. Address all communications 
to THE EDITOR, Wholesaler’s 
Salesman, 330 West 42nd St., New 
York, N. Y. 
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MEN 


YOu should nou F 





T NEWA’s recent Hot Springs 

meeting, several new members 
were elected to the executive com- 
mittee. One of the newcomers is 
Leo Meagher, vice-president of the 
Gould-Farmer Company, Syracuse, 
New York. 

Those who know Meagher feel 
that he is well qualified for that 
work. He is widely known and 
highly respected by his fellow whole- 
salers in New York state, where he 
has long been active in the Mo- 
hawk Valley Club, the last several 


years as president. Furthermore 


he knows wholesaling from the 
warehouse up. With it all, he has 
vet to puff at forty candles. He 
has moved along. 

Of course he has one of those fine 
jovial Irish personalities and that 


is one of his great assets. He also 
possesses a curiosity for getting facts 


and learning the job at hand. So 
when he sets out to sell an idea or 
an electrical device—it makes no 
difference which—he usually signs 
them up, because first he learns his 
story and then he knows how to 
get that story across. Furthermore, 
Meagher is no in-and-outer. He 
sticks to his job steadily and works 
hard. 

Like the majority of our whole- 
salers, Meagher has come up from 
rather modest beginnings. Born in 
Utica, he graduated from the local 
grammar and high schools, then 
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LEQ MEAGHER of Syracuse 


That Irish personality is backed by sound 


judgment, curiosity, honesty and loyalty 


stepped out to make a living. He 
found a job at the Bossert Company, 
a local manufacturer, as sort of 
man-of-all-work, but was soon pro- 
moted to the purchasing departme;t. 
He remained with Bossert five years 
and got into the electrical business 
when he became price clerk for the 
Langdon & Hughes Electric Com- 
pany. 

From pricing he went through the 
various departments, learning about 
each, and how it teamed in with 
the rest. During those years he also 
gained plenty of selling experience 
on the outside, establishing a fine 
record for bringing in orders. 

In 1932 they needed a manager 
for the branch, and 
Meagher was selected as the man 
for the job. The advancement didn't 
change his method of operation, for 
he continued to believe that a whole- 
sale house was a sales organization 


Syracuse 


and that as branch manager he was 
really just a glorified salesman. So 
he did a successful selling job along 
with his managerial chores. This 
went on for six years until March, 
1938, when E. M. 
the house. 


Farmer bought 


Meagher remained with the new 


1 
management, and because the new 


owners quickly learned to recog- 
nize his ability, he was soon made 
a vice-president in charge of con 
struction materials, 
heating devices and vacuum cleaners 


clocks, fans, 


Despite many new responsibilities, 
he still goes out selling contractors, 
dealers, industrials and utilities be 

ip 
his 


touch with the customers and feels 


cause he does not want to lose 


that this is the way to make a whole 
sale house prosper. Besides, Leo 
Meagher is Irish and Irishmen were 
never meant to sit inside handling 
details. 


















H E G EN E R A L 


Firm adherence to a straight- 
forward policy of cooperation 
with recognized wholesalers 
has established General Cable 
Corporation as a preferred 
source of supply for electrical 


wires and cables. 


Nationally known trade brands, 
such as Guardian, Super Ser- 


vice, Romex, and many others 


popularized by General Cable, 
are a genuine asset to whole- 


salers. These brands enjoy 1m- 





mediate acceptance and repeat 
markets everywhere. 
The General Cable Sales Ofhces are a nearby source of sales 


assistance. Sales Offices locate at Atlanta, Boston, Buffalo, 
| ‘incinnati, Cleveland, Dallas, Detroit, Los Angeles, _ 


y(Mo.), New York, Philadelphia, Pittsburgh, St. Louis, wa 
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NEW PRODUCTS joc case Sell 





FLOOR FAN 





FEATURES . . . Designed for floor or 
low placement this fan is housed and 
completely protected in walnut-finished 
grilled cabinet. DETAILS ... Grills are 
vertical steel wires, 4g” apart, finished 
in antique bronze. Deep-pitched quiet 
Micarta blades insure maximum air 
delivery, minimum noise. Maxi- 
mum capacity is 950 c.fm. Adjustable 
for different directions of air stream 
through 40-degree angle. Two-speed 
switch on cord. Called ‘'Floor-Aire”. 
MADE BY .. . Westinghouse Elec. & 
Mfg. Co., Mansfield, Ohio. 


EXTENSION SOCKET 





FEATURES One-piece extension 
socket for supporting reflector and lamp 
outlet when new reflectors are used to 
modernize present fixtures. DETAILS ... 
Porcelain supporting ring adjustable to 
permit proper centering of the lamp in 
shade or reflector. Accommodates me- 
dium base lamps. Catalogued as No. 
294. MADE BY ... The Arrow-Hart & 
Hegeman Electric Co., Hartford, Conn. 





A NEW SERVICE 


To give your old and new cus- 
tomers the best possible service 
and get the most business YOU 
MUST KNOW all about NEW 
PRODUCTS that are being offered 
by old and new manufacturers. 

We are now giving key numbers 
on certain classifications of new 
products so that you need to send 
only a single letter to obtain full 
particulars regarding any number of 
new offerings. 

Just write down on your letter- 
head or business card the KEY 
NUMBERS of items that interest 
you and address The New Prod- 
ucts Editor, Wholesaler’s Sales- 
man, 330 West 42nd St., New 
York, N. Y. 

We will see that you get the de- 
sired information PROMPTLY. 











MULTI-BREAKER 





FEATURES . . . Operating without fuses, 
units of on-off toggle type for finger 
tip control of lighting circuits and appli- 
ances. DETAILS . . . Three types avail- 
able for | to 16 circuits with breaker 
ratings from 15 to 50 amperes. For out- 
door installation, raintight boxes avail- 
able. MADE BY . . . Colt's Patent Fire 
Arms Mfg. Co., Elec. Div., Hartford. 
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SIGNAL BELL 





FEATURES . . . Alarm and signal bell 
having bayonet type connection which 
permits plugging-in like any appliance. 
Suggested for use with alarm systems 
or as general signal bell in hospitals, 
schools, mines, construction jobs, etc. 
DETAILS . . . Striking mechanism con- 
tains only one moving unit, the striking 
plunger itself. Motor, small and com- 
pact, is completely enclosed and air- 
sealed. Primarily for high voltage 
either a.c. or d.c., but also made for 
low voltage systems. Size range from 
4” to 16”. Called “Connectabell.” 
MADE BY . . . Connecticut Telephone 
& Elec. Corp., Meriden, Conn. 


WEATHERPROOF LAMPHOLDER —— 


FEATURES All-rubber jacket of 
lampholder is equipped with shadeholder 
groove. Tinned screw shell is enclosed 
in the jacket in such a way that it can 
not turn or come loose. No rivets, 
pitch or cement. DETAILS . . . Six-inch 
rubber leads supply current directly to 
shell and center. Terminal contacts are 
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locked in rubber jacket. MADE BY... 
General Electric Co., Appl. and Merch. 
Dept., Bridgeport, Conn. 


FISH TAPE REEL 











FEATURES . . . Combined fish tape, reel 
and puller designed to fit in electrician's 
tool kit. DETAILS . . . Reel is 8!/2" in 
diameter, 34" in width. Weighs 30 
ounces complete with 50-feet of !/g" x 
.060 tape. Prevents tape from getting 
out of hand resulting in striking live 
wires, etc. Catalogued as ’*'Junior No. 
0." MADE BY .. . Ideal. Commutator 
Dresser Co., 1047 Park Ave., Sycamore, 
Hl. 


SOLDERLESS LUG 








FEATURES . . . Line of solderless lugs 
with amperage capacities ranging from 
50 to 400. Wire secured by screw on 
smaller sizes by set screw having hex- 
agonal hole on larger sizes. DETAILS .. . 
One piece design, made of pure copper. 
lf desired, wire can be soldered in. In- 
terchangeable with equivalent ampere 
rating solder lugs of standard design. 
MADE BY ...1#H. B. Sherman Mfg. Co., 
Battle Creek, Mich. 


TERMINAL CONNECTOR 





FEATURES . 


. . Designed to accommo- 
date wide range of wire or cable sizes. 
One piece assembly eliminates loose 
parts. DETAILS . . . Pressure strip pre- 
vents clamping screw from damaging 
conductor. Entire connector tinned to 
prevent corrosion and_ discoloration. 
Made for sizes from No. 14 to 4/0. 
MADE BY . . . Burndy Engineering Co., 
459 E. 133rd St., New York. 


30 


TAMPERPROOF FUSES 





ac | 


= 








FEATURES . . . Three Tamres tamper- 
resisting plug fuses and adapter with 
locking spring. This type fuse now avail- 
able in 15, 20, 25, or 30 ampere capaci- 
ties. Two adapters available: regular and 
with locking spring. DETAILS . . . Adap- 
ters same diameter as fuses and screw 
into fuseholder ahead of fuse. Fuses fit 
standard fuseholder or cutout and can 
be used in two ways: as standard plug 
fuse without adapter; as tamper-resist- 
ing with adapter. MADE BY .. . Gen- 
eral Electric Co., Appl. & Merch. Dept., 
Bridgeport, Conn. 


WINDING YOKE 








FEATURES . . . Armature winding yoke 
to wind any type armature with shaft 
from 9” to 19” in length. Wires guided 
into slot by hand. DETAILS . . . Two 
cast iron arms fastened to round mount- 
ing base may be adjusted to increase 
or decrease amount of yoke span. Each 
arm has index pin which falls into cor- 
responding holes on mounting base, as- 
suring centering of work. Can be 
mounted on face plate of any lathe or 
turning device. MADE BY .. . Ideal 
Commutator Dresser Co., 1047 Park 
Ave., Sycamore, Ill. 
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THERMOMETER PLATE 





FEATURES . . . Wall plate with ther- 
mometer recessed at left side to show 
room temperature at each switch. Made 
of brown Bakelite for standard flush 
tumbler switches. DETAILS .. . Indica- 
tions plainly shown in etched metal sup- 
porting thermometer tube. Catalogued 
as No. 9020. MADE BY ... The Arrow- 
Hart & Hegeman Electric Co., 103 Haw- 
thorn St., Hartford, Conn. 


LIGHT CONTROL (No. 901) 





FEATURES . . . Incorporated in several 
of maker's lamp lines to simplify control 
of light. Placed below shade for easy 
access. Listed on dial are "Relax’ (100 
watts), "Read" (300 watts), "Recrea- 
tion” (200 watts) and "Out". With 
this method the user obtains proper 
illumination and in his language. DE- 
TAILS . . . Made of white plastic. Called 
"Finger Tip Light Control”. 


FLUORESCENT LAMP (No. 902) 








FEATURES . . . For illumination of desk 
or sales counter. Adjustable. Equipped 
with toggle switch in base.. Auxiliary 
mounted in fixture body. Porcelain 
enamel reflecting surface. DETAILS... 
Nos. 940, 941 (steel), 990, and 991 
(brass), have base furnished with crow- 




































































foot for fixed installation. Nos. 940 
and 990 are for use with 18”, 15 watt 
fluorescents. Nos. 941 and 991 for use 
with 24”, 20 watt fluorescents. All are 
15” high. 


FLUORESCENT FLOODLIGHT (No. 
903) 











FEATURES .. . Designed for extraordi- 
nary efficiency in outdoor color illumina- 
tion of buildings, signs, etc. DETAILS 
. . « Equipped with 18” fluorescent lamp. 
Aluminum trough-type_ reflector also 
serves as housing. Reflecting surface 
is Alzak-processed. Mounted on metal 
standard with bolts for adjustment of 
light. Lamp easily replaced by means 
of hinged, rubber-gasketed clear glass 
door. Has six-foot conductor cord. 


PORTABLE FLOODLIGHT (No. 904)— 





FEATURES 


A 250-watt enclosed 
portable floodlight for temporary or 
emergency illumination. Weighs 20 lbs. 
DETAILS . . . Polished Alzak-processed 
aluminum reflector is inserted in cast 
aluminum housing with glass door avail- 
able in plain, lightly stippled, heavily 
stippled, and spreadlight types. 
Equipped with galvanized steel trunion 
bracket having 12” circular base; 10-foot 
rubber jacketed cord and carrying 
handle. 





ELECTRIC SHAVER (No. 905) -————— 


te! 
wd 
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FEATURES . . . Small in size, being from 
10 to 50 per cent smaller than most 
shavers. Packaged as jewelry item in 
black pin seal grain case with chromium 
trim. DETAILS .. . For use with 110-120 
Volt, AC only. Called "Remington 
Speedak". 





TWO-SLICE TOASTER (No. 906) 





FEATURES Oven type, two-slice 
toaster is thermostatically controlled. 
Has no clock mechanism, so operates 
silently. Bell rings and current is.cut 
off when toast is ready. Toast is kept 
warm until released by spring switch. 
DETAILS . . . Finished in chrome with 
Bakelite handle. For AC operation only. 
Catalogued as No. TK-4. 


CAPACITOR MOTOR (No. 907} 








FEATURES . . 


operation with ordinary on-and-off switch 


. Provides single speed 
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for either 110 or 220 volt circuits, with 
two-speed switch giving high-and-low 
speed operation, and with a speed con- 
troller giving multispeed operation with 
either voltage. Designed for unit heater, 
fan and blower applications. DETAILS 

. Adequate lubrication assured by 
large oil reservoir packed with yarn. 
Special sleeve bearings absorb shocks 
imposed by propeller fan. Oversize 
shaft between bearings reduces wear 
and maintains constant air gap. Avail- 
able in from 1/20 to ¥%4 HP sizes. 


BICYCLE LAMP (No. 908) 





FEATURES 
parent phenolic Bakelite molded either 
in red or green. Lamp is weatherproof. 


. Lens made of trans- 


DETAILS . . . Lens is used for turning 
light on and off, by screwing and un- 
screwing. Designed to fasten on front 
axle of bicycle. Called “Safetylite”. 


LAMP GUARDS (No. 909) 









































eo 
° o 
FEATURES . . . Designed to follow more 


closely contour of new lamps. Made of 
heavily-tinned steel wire and available 
in sizes to fit either brass shell or weath- 
erproof sockets and regular mill type 
lamps. DETAILS ... “Loxon", left, locks 
on with key which fits into two triangu- 
lar head screws. The "Gripon" style is 
of similar construction, without the key 
locking device, which is replaced by 
plain steel screws. 


JUNCTION BOX (No. 910) 





FEATURES . . . Designed for feeding 
"Plug-In" Strip with any type of wiring 
material. Fits on any type of standard 
switch box or cover, roughed into place 
in advance, and provides adjustment to 
assure proper alignment with strip. DE- 
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TAILS ... Available for the three types 
of "Plug-In" Strip —concealed flush 
baseboard cap and chair rail. Cata- 
logued as No, 629. 


FLUORESCENT UNIT (No. 911) 


FEATURES . . . Combined fluorescent 
lighting unit and reflector. Extruded 
aluminum reflector has tube housing 
within opal glass sleeves mounted on it. 
DETAILS . . . Model | consists of twin- 
type transformer and each arm ot unit 
has three standardized, double fluores- 
cent white tubes. Overall length is 27 
feet; current consumption, 300 watts. 
Model 2 is similar except overall length 
is 18 feet and has two double, fluores- 
cent tubes in each arm. Consumes 200 
watts. In Model 3 each arm consists 
ot U-shaped, fluorescent tube and is 10 
feet long. Consumes 100 watts. 





FLUORESCENT FIXTURE (No. 912)— 


FEATURES . . . Designed to give even 
distribution of light on surface directly 
below fixtures. DETAILS . . . Steel wir- 
ing trough finished in aluminum bronze 
and provides housing for auxiliaries and 
receptacles and carries supporting fit- 
ting. Reflector of Alzak aluminum at- 
tached to castings which close ends of 
reflector and wiring trough. Available 
also with porcelain enameled reflector. 


LIGHT PLANT (No. 913) 


FEATURES . . . Powered by Johnson Iron 
Horse ¥% h.p. engine, produces 350 watts 
a.c. or 200 watts d.c. DETAILS... Runs 
at 1800 R.P.M. Engine drives four pole, 
laminated pole generator bolted directly 
on crankcase. Both d.c. and a.c. brushes 
are easily accessible. Equipped with 
push button starter, ammeter, cutout, 
charge control and is completely shielded 
and filtered. Plant is supported on 
sponge rubber mountings. Catalogued 
as Model I9A. 


THERMOSTATIC STARTER (No. 914) - 





















FEATURES . . . Auxiliary breaker pro- 
vides control and overload protection 
for AC or DC motors of | H.P. or less, 
through thermostatic action. DETAILS 

. Made in both single and double 
pole and provides quick-make and quick- 
break of contacts which are silvered to 
insure long life. Maximum ratings—230 
volts AC, 250 volts DC. Bakelite case 
encloses starter mechanism. Box fin- 
ished in baked aluminum. For flush or 


surface mounting. Catalogued as type 
OTT" 


FLUORESCENT FIXTURE (No. 915)—— 
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FEATURES . . . Designed for general or 
supplementary industrial lighting. Avail- 
able for use with one or two fluorescent 
lamps and for either 110-120 or 220-240 
volt supply. DETAILS . . . Steel housing 
encloses Alzak processed aluminum re- 
flector, sockets and control. Reflecting 
surface has specular finish for concen- 
trating type two-lamp unit and diffuse 
finish for spread-type single lamp units. 
Housing finished outside with silver gray 
hammerloid surfacing, inside with baked 
white synthetic enamel. Knockouts pro- 
vided in both ends for end-to-end 
connection. 


——— 


TIMER CLOCK (No. 916) 














FEATURES . . . Provides automatic con- 
trol of appliances, with additional con- 
venience of control knob that permits 
instant switching from automatic to 

















manual control, or reverse. DETAILS 
. . « Has ivory Plaskon case and etched 
brass dial. For A.C. only. Handles up 
to 1650 watts. Lists at $6.95. 


WEATHERPROOF SWITCH (No. 917) 





FEATURES . . . Weatherproof outdoor 
toggle switch especially designed for 
R.E.A. wiring and outdoor signs. DE- 
TAILS ... Is cast malleable fitting with 
cast cover. Has switch arm for con- 
trolling any form of toggle switch. Fit- 
ting supplied with one or two hubs in 
any desired position. Catalogued as 


FSWPE. 







SIGN CABLE (No. 918) 





FEATURES .. . Neon sign cable having 
braid of Fiberglass, which is pure glass 
drawn down to minute fibers and braided 
like any textile material. Flexible and 
does not char with age. DETAILS... 
This protection lengthens life of heat- 
resisting seal and rubber insulating com- 
pound. Can be installed in small 
diameters. 


SIGNALLING TRANSFORMER (No. 
919) 









FEATURES . . . Heavy duty type de- 
signed for applications requiring unvary- 
ing operating characteristics under 
continuous performance. DETAILS ... 
High silicon, low-loss steel cores, assem- 
bled with machine wound, vacuum im- 
pregnated, hand finished coils com- 
pletely sealed in compound. Black 
enameled, rust-resisting case includes 
integral outlet box compartments for 
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I'M ALWAYS GLAD TO SEE 
THESE TRADEMARKS 





© The men who install them know 
from practical experience the many ad- 
vantages provided by Raco @ All-Steel 
Products—for new jobs and for rural 
and urban modernization jobs. These 
products have won the nation-wide ac- 
ceptance of electricians as well as archi- 
tects, contractors, builders and dealers; 
because of their ability to meet modern 
wiring requirements efficiently and eco- 
nomically. 


RACOe®ALL-STEEL@PRODUCTS, keep- 
ing pace with modern wiring trends, are 
designed by an engineering staff which 





(RACO © ALL-STEEL Galvanized Box Material complies with Federal Specification W.0. 821-A) 





has developed numerous improvements 
of importance to everyone in the elec- 
trical and building industries. The total 
of more than 40 years of experience be- 
hind the outlet 
cutout cabinets, fuse cabs and 
conduit fittings carrying the famous 
RACO and ALL-STEEL trademarks are 
your assurance of continued quality and 
dependability. 


switch boxes. boxes. 


boxes. 


Write today for catalog illustrating and 
describing the complete line—there is 


no obligation. 


Distributed Nationally by 


ALL-STEEL-EQUIP COMPANY, INCORPORATED 


309 GRIFFITH AVE. 





Factories: South Bend, Indiana ®@® 


AURORA, ILLINOIS 


Aurora, Illinois 





RACO - ALL-STEEL - PRODUCTS 


SWITCH BOXES - 
CABINETS - 
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OUTLET BOXES - 
FUSE CABS 


Distributors in All Important Centers 


CUTOUT BOXES 
«+ CONDUIT FITTINGS 






HERE ARE A FEW OF THE 
PRODUCTS IN THE 
COMPLETE 
RACO e@ ALL-STEEL @ 
PRODUCTS LINE 


: 


ih. 


DS 
Bee) 
hil i 


RACO ALL-STEEL 
SWITCH BOXES. The MC, used 


in old or new work. The Switch 
Box you need is in the Raco 
All-Steel Line 





RACO ALL-STEEL 
UTILITY or HANDY 


surface wiring 





BOXES for 
work. 








old or new 











> 


RACO ALL-STEEI 


“PRI-OUTS” for Clamp Boxes, in 
both the Switch Box and Outlet 
Box lines 

















RACO ALL-STEEI 


EXTERNAL MOUNTING EARS 
for Outlet Boxes. Any type of 
Raco All-Steel Octagon Box will 
be furnished with External Mount- 
ing Ears on special order 





RACO ALL-STEEL 





OLD WORK SWITCH BOX for 


mounting im a rewiring or moderni- 








zation job 








RACO 





ALL-STEEI 
“HI-LO” BARRIERS for the 


separation of differing voltages 
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primary and secondary connection. 
Knockouts provided for conduit or arm- 
ored cable. 


TOASTER SET (No. 920) 


FEATURES . . Consists of toaster, 
dishes and tray. DETAILS . . . Toaster 
is two-slice, non-automatic. Two jam 
and marmalade dishes made of Stang 
pottery. Tray is walnut. Lists at $8.50. 


WAFFLE SET (No. 921) 





FEATURES .. . Waffle iron is completely 
automatic with signal light indicating 
when grids are hot enough for baking, 
then signals when waffles are finished. 
DETAILS . . . Tray is of walnut. In addi- 
tion set includes batter bowl and syrup 
pitcher of Franciscan pottery and 
chrome finished measuring ladle. 


SWIVEL SOCKET (No. 922) 


FEATURES . . . Porcelain flexible socket 
with an angle adjustment for use with 
reflector and projector lamps. Also 
useful as straight socket extension. DE- 
TAILS . . . Can be used in standard 
outlet. Has adjustable spring contact. 
Made of glazed porcelain. Will carry 


SPOT LIGHT (No. 923) 


FEATURES . . . Fully adjustable spot 
light permits light beam to be directed 
in any direction. For use with PAR-38 
projection lamp. DETAILS . . . Heavy 
cast base, measuring 3549” by 6”, holds 
lamp in position and prevents tipping. 
Brown crackle finish. Furnished with 
6-foot rubber cord and plug. Cata- 
logued as No. 957. 


HIGH BAY UNIT (No. 924) 
f 


J 


FEATURES .. . Aluminum reflector for 
use with incandescent lamps in_ illumi- 
nating high bay areas in foundries, 
shops, etc. DETAILS Built on 
"Locktite" principle which consists of 
two parts: a hood and a receptacle into 
which reflector with lampholder fits. 
When lugs on neck of reflector lock 
into hood slots, electrical connection is 
made. This is accomplished by turning 
reflector clockwise 60 degrees. 


POWER TRANSFORMER (NO. 925)—- 


FEATURES High voltage power 
transformer designed for cathode ray 
tubes, such as 5"° No. 1802 and No. 1899 
monoscope as used in television receiv- 


TAILS . . . Completely enclosed and 
compound protected against moisture. 
Primary: 117 volts, 60 cycles; secondary: 
2000 volts DC at 1.5 M.A. Dimensions: 
29/4"'x2'/2''x3'/g'"". Catalogued as No. 463- 
591. Other sizes in line. 


ADJUSTABLE SWITCH (No. 926) —— 











FEATURES .. . Adjustab!e toggle switch 
permits light to stay on from 20 to 60 
seconds after switch has been snapped 
off. DETAILS .. . Fits standard boxes 
and resembles standard type toggle 
switch. The time of delay can be varied 
through the adjustment. No delay in 
switching light "on". 


SOLDER POT (No. 927) 


FEATURES . . . Small rectangular solder 
pot designed especially for solder dip- 
ping of small and delicate parts. Has 
solder capacity of 234 ounces. DETAILS 
. . « Inside dimensions: 234" x '/2" x %". 
Has 75 watt replaceable cartridge unit. 
Pot is cast iron with sheet metal legs 
and mounting holes. Black finish with 
nickel plated cord guard. Permanently 
attached 6-foot cord and plug. Cord 
protected near pot by metal tube. 


MITRE BOX (No. 928) 





FEATURES .. . Metal cutting mitre box 
for use in cutting metal mouldings and 





trim. Will cut any material that can be 


up to 660 watts. ers. Free from corona disturbance. DE- cut with a hack saw. Light in weight. 
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This catalog was produced to meet your 
requirements for a convenient handbook 
embracing our full line of telephone sys- 
tems. 


And, of particular significance to you— 


lt was produced to satisfy the insistent 
demand from business organizations for 
more information on modern intercom- 
municating equipment! 


That means a broad market, pre-sold on 








PRIVATE 


Sales and Service Offices in Principal Cities - 
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NOW! A Complete 
Up-To-The-Minute Catalog 


— To Help You Sell 
gee 


= Private Telephone Systems 
and Accessories 


the value of intercommunicating facilities, 
is ready to buy! It means new opportunity 
for you! 


If you have not yet received your copy 
of the catalog write us at once. Use it to 
show your customers and prospects the 
variety of telephone systems and time-sav- 
ing accessories available to them. If you 
need help on specific jobs a telephone 
call will bring our local representative 
promptly. 


Automatic Electric Intercommunicating Systems 
are designed for private service. They cannot 
be connected with the public telephone system. 


VAN 


AUTOMATITC 


2 


INTERIOR TELEPHONE SYSTEMS 


AMERICAN AUTOMATIC ELECTRIC SALES COMPANY, 1033 West Van Buren Street, Chicago, Illinois 






ELECTRIC 


In Canada: Canadian Telephones & Supplies, Limited, Toronto 
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DETAILS . . . Box is all steel, has dur- 
able cast iron saw quides reinforced 
with steel. Guide posts have "snap-on" 
feature permitting them to be removed 
so hack saw can be used independently 
of box. Frame has 12”; 32 tooth steel 
saw. Will cut angles of 90 degrees and 
less, right or left. Adjustable thumb 
screw clamps hold work tightly. 


ENTRANCE FITTING (NO. 929) 


FEATURES 
entrance cable fitting. Two sizes avail- 
able. Small size for No. 8-3 and No. 8-2. 
Large for Nos. 6 and 4 cable. DETAILS 

. Equipped with non-cutting tongue 
for supporting cable with extra long 
mounting strap for attaching with lag 
screws and wrench. 


. Weatherproof service 


SAFETY FLASHLIGHT (No. 930) 


FEATURES Electrically insulated 
through use of Neoprene-cushioned 
head, fibre covered barrel and cellulose- 
acetate end cap. DETAILS . .. Case 
has underconstruction of heavy drawn 
brass. Lamp is prefocused. Suggested 
for refinery and general industrial use 
since Neoprene resists oils, sunlight, heat 
and many chemicals. Available in two 
and three-cell sizes. 


AUTOMATIC TOASTER (NO. 931) —— 


FEATURES . . . Two-slice toaster pops 
toast up when finished and turns off 
current. Chrome plated with walnut base 
and trim. DETAILS . . . Adjustment for 
degree of toasting. Nichrome heating 
unit wound on India mica. Operates on 


110-120 volts; uses 625 watts. Dimen- 
sions: 734" high, 6" wide, 10!/." deep. 


HYDRAULIC PIPE BENDER (NO. 932) 


FEATURES .. . Using 20 ton hydraulic 
unit, bender handles seven sizes of rigid 
conduit and pipe from 114" to 4". 
DETAILS . . . Simplified bending frame 
eliminates 13 various extension bars, 
tension arms, studs, etc., used in maker's 
previous bender. ‘Pull Pin’ method of 
fastening rotating pivot shoes makes 
wrenches unnecessary and saves time. 
Ram can be detached from bending 
frame and used with attachments for 
pulling pulleys, lifting machinery, etc. 
Unit operates at any angle. Pivot shoes 
have extra-wide rims serving as wheels 
for portability. Called "Porto-Power." 


SNAP-ACTION SWITCH (No. 933) — 
FEATURES . . . Precisely built snap-ac- 
tion switch measuring 2" long; ¥%" high, 
including standard plunger; and 11/16" 
deep. Among applications are for time, 
temperature, pressure, weight, relay, or 
solenoid controlled devices or fractional 
H.P. motors. DETAILS . . . Rating of 10 
amp. at 125 volts, ac; 5 amp., 250 volts, 
ac; 3 amp., 460 volts, ac; 2 amps., 600 
volts, ac. Regular and super-sensitive 
types. Regular has pressure differential 
of from 3 to 4 ounces and movement 
differential of 0.001" or under. Super- 
sensitive has pressure differential as low 
as | ounce and movement differential as 


low as 0.0001". 


HAND LAMP (No. 934) 


FEATURES .. . Projects light some 2500 
feet. May be equipped with inter- 
changeable floodlight lens to diffuse 
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light over broad area. Suggested for 
sale to maintenance crews, contractors, 
sportsmen. DETAILS ... All steel con- 
tainer finished in either black or red 
baked enamel. Battery to lamp contacts 
are automatic. Fingertip, independent 
switches for main and auxiliary bulbs. 
Crystal glass lens is 3/16” thick and 
7!” in diameter. Cast aluminum 
handle. Powered by Burgess 4F6H dry 
cell battery. Lists at $22.50 including 
battery. Catalogue No. 1000. 


CONTROL STATION (No. 935) 


FEATURES ... Line of standard duty, 
push-button control stations available in 
single-button and double-button types. 
Styled to harmonize with modern machin- 
ery. DETAILS...Reinforced Bakelite cover, 
mounted on die-cast frame, can be taken 
off by removing one screw. Conduit 
opening at one end of frame. Mechan- 
ism is of unit type construction. Double 
break, silver contacts are located in re- 
cessed chambers. Stations available in 
both horizontal and vertical arrange- 
ments. 


ADJUSTABLE SPEED DRIVE (No. 936) 


JUNCTION BOX 


rae 


ADJUSTABLE -SPEED 





oo, 





FEATURES ... All electric, a.c., adjust- 
able speed drive consisting of control 
unit and adjustable-speed motor which 
is applied directly to machine to be 
driven. Provides motor users having 
only a.c. supply an economical means 
of varying operating speeds over a 12 
to | range. DETAILS ... Designed for 
use on three-phase, 60 cycle, 220, 440 
and 550 volt a.c. circuits. Vertical con- 
struction occupies minimum floor space. 

















Few markets for new sales are as great as 
that of efficient lamps for better seeing in 
industry. The average illumination level 
in industry is about 5 footcandles, should 
be closer to 50 for good seeing. » » » Good 
selling is made easy by the cooperation of 
General Electric field men, and by constant 
educational work on the benefits of good 
lighting through increased production, 
fewer rejects, improved employee welfare. 
» » » Consider a few sales advantages of 


GENERAL @ ELECTRIC 


General Electric Vapor Lamp Co. 
891 Adams Street, Hoboken, N. J. 


GOOD Seeing IS GOO 


4 


oe 





General Electric Mazda H Mercury lamps: 
These high-efficiency bulb-type lamps pro- 
duce a higher light output per watt than 
any other light source practical in indus- 
try. Lighting standards can frequently be 
doubled without the need for rewiring. 
Life rating of these lamps is 2,000 hours. 
» » » Get in touch with the nearest General 
Electric branch office for the assistance of 
field men and engineers, or write to either 
address below for further information. 


973H Lamp Department 


D elling 


Dept. 165, Nela Park, Cleveland, Ohio 

















Order your auxiliary de 
vices which were designed 
especially for this lamp 
from the General Electric 
Vapor Lamp Company. 
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Continued from page 15) 


Dealers’ Association has started a 
campaign against industrial and dis- 
count house buying. As it now stands 
a really huge volume of appliance 
business is going direct to the public 
through purchasing agents and coop- 
eratives, short-cutting the dealer in 
Tom W. Bolger, execu- 
tive secretary of the association, is 
irming himself with plenty of con- 
crete evidence with which to combat 


+ 


the situation. 


t 


tne process. 





TO UNIVERSAL. 
the appliance field, Arthur E. Allen 
has been elected to the board of direc- 
tors of Landers, Frary and Clark, 


Well known in 


makers of the Universal line of 
appliances. He was vice president 
in charge of the Westinghouse mer- 
chandising division from 1934 to 1938. 





Graybar Sales 
Changes 


With a realignment of assignments, 
and a number of personnel changes i1 
the General Department at New 
York, the executive sales organiza 
tion of the Graybar Electric Co. is 
now set up as follows: 


k \. Hawkins, general sales manager 

(,. F. Hessler, assistant general sales manag 

I). C. Guest, sales manager—outside construc 
tion department 

I W Taylor, assistant sales managet 


itside construction department (Chicago) 
1. A. Mayer, supply sales managet 
D. Hl. O'Brien, general 


merchandising man 








ine 


R. ¢ Litchfield, assistant general merchar 
lising manager 
G \ \ntrim, assistant general merchandis 


Ing manage! 
G. K. Heyer, general telephone and power: 
ipparatus sales manager 
“aves, research products sales manage 


I ID. Gore, sales manager—hearing aids 
department 

G. | Donnett, research products sales en 
gineer 

E. J. Dailey. power apparatus sales managet 

C. S. Powell, telephone sales manager. 


J}. B. Long, telephone sales engineer. 
A. E. Hetzner, signalling sales manager. 
Hi. Metz, general lamp and lighting sales 
manager 
t. C. Kinney, lighting sales manager. 


Kk. B. Hopkins, advertising managet 
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Manning, Bowman Policy 


MERIDEN,CONN.—To assure the 
continued marketing of Manning, 
sowman appliances through accepted 
channels—manufacturer to distributor 
to retailer to consumer—Sales Man- 
ager W. J. Herwood has written a 
letter to all Manning, Bowman dis- 
tributors and dealers, urging that they 
cooperate in maintaining that policy. 
His letter also states that the com- 
pany’s products will not be sold 
through mail order houses or any 
other outlets that sell consumers at 
less than established retail prices. 


Rocky Mountain 
Convention 


ESTES PARK, COLO. 
of the Annual 
Rocky Mountain 


Highlights 
Convention of the 
Electrical League, 
September 7 to 9, were a tribute to 
Thomas A. Edison, inventor of the 
incandescent lamp, and a salute to the 
pioneers of the Rocky 
Mountain area, many of whom at- 
tended the meeting. 


electrical 


Representatives of all branches of 
the industry, comprising the Kee-Lo- 
Watt tribe, gathered for the three-day 
pow-wow at the Stanley Hotel. The 
honored Edison, not only 
because this year marks the 60th 
Anniversary of the Incandescent 
Lamp, but also because he was per 
fecting the lamp during a visit to 
Rawlins, Wyoming, shortly before he 


League 
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135 YEARS of wholesaling service are 
represented by these boys of Elliott- 
Lewis Electrical Co., Philadelphia. With 
smiles and long service records they are 
(L. to R.) Bill Brown, 31 yrs.; Russ 
Muncey, 15; Tom Barton, 22; Henry 
Busch, 26; Charlie Rogers, 26; and Jim 
O’Connor, 15. 





returned East for finishing touches 
and its introduction. 
3usiness sessions covered various 


phases of industry problems, with 
speakers leading discussions rather 


than giving set addresses. Following 
the pattern of previous conventions, 
there was time for entertainment. 


Cramer Representatives 


CENTERBROOK, CONN.—Contin- 
uing its expansion program the R. W. 
Cramer Co., manufacturers of time 
clocks and other timing devices, have 
appointed three more representatives. 
They are H. C. Johnson and J. J. 
Gaffney, 82 St. Paul St., Rochester, 
N. Y.: Edward B. Rouzer, 615 S. 
16th St., Omaha; and Anderson-Bolds, 


ne.. 1836 Euclid Ave., Cleveland. 





IN IMPERIAL VALLEY at El Centro, California, the branch of Electric 


Supplies Distributing Company is ably manned by Manager Milt Taylor, right; 
Jack Bates, warehouse boss, center; and Bill Davis, who takes care of shipping. 

















SERVICE EQUIPMENT 
LOAD CENTERS 
PANELBOARDS 


Positive, Automatic Protection 


The new @ Type AC Circuit Breaker cannot be held closed or 
blocked to prevent automatic opening on short circuit or sustained 
overload. The mechanism trips free from the handle. This means 
positive, automatic protection . . . Because of proper time lag 
characteristics, needless circuit interruptions are prevented when 
momentary overloads occur. 


Operation — Convenience . . . On short circuit or sustained 
overload, the breaker quickly opens the circuit . . . This moves 
the handle from the “ON”’ to the “OFF’”’ position . . . Service can 
be quickly restored by manually returning the handle to the “ON”’ 
position ... There is no intermediate position of the handle. 


Easy to Change Circuit Capacities . . . Changes in Branch Circuits 
made by removing only two screws and inserting another breaker of 
a the required capacity ... Saves time . . . Avoids delays. 


7 
Capacities . . . 15 to 50 amp., inclusive — single and double pole, 
individual trip — 120 volts AC. 
Send for Bulletin No. 58... Frank Adam Electric Co., 
_rhtione 


St. Louis, Mo, 


+. 


2 


@ Load Center—16 

Single Pole @® AC Cir- 

cuit Breaker Branch 
Circuits 
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Commercial Celebrates 


TOLEDO—August 7th was a Red 
Letter Day for N. C. Goldman, presi- 
dent of the Commercial Electric Co., 
as it marked the 20th anniversary of 
his wholesaling business. 

The occasion was well celebrated. 
That day the firm’s new three-story 
building at Adams and 13th Sts. was 
formally opened and several hundred 
manufacturers and customers were 
on hand to see the new quarters and 
congratulate Goldman. Activities 
wound up with a banquet and enter- 
tainment at the Commodore Perry 


Hotel. 


General Electric Shuffles 


To further strengthen its sales and 
engineering activities, General Elec 
tric has made important changes in 
various divisions recently. 

In the industrial control and re 
newal parts department, G. R. Prout 
becomes manager of industrial control 
sales and W. T. Darcy has charge of 
renewal parts sales. A graduate of 
M.I.T., Prout joined G. E. in 1923 
and has been motor and _ industrial 
control specialist in the Southwest 
most of the time since then. Before 
his current promotion, he was acting 
manager of the industrial department 
in that territory. 

Darcy went with the company’s 
test department in Schenectady in 
1925. He remained there a couple of 
vears before going into his present 
department. Between 1928 to 1934 

















































PROUT HERTZLER 


he was in various offices, returning to 
Schenectady in ’34. Last year he be 
came assistant to W. C. Yates, who 
was then manager of renewal parts 
sales. 

Lloyd G. Hertzler becomes sales 
manager of the vacuum cleaner sec 
tion, with headquarters at Bridgeport. 
He has covered the Philadelphia ter- 
vatory since 1937. Before that he was 
with the Philadelphia Electrical Asso- 
ciation during which time he became 
interested in mercandising vacuum 
cléaners. J. C. Hunt, formerly assist- 
ant to the manager of this section, 
takes over Hertzler’s Philadelphia 
post. 

In the manufacturing division, 
Manley E. Lord has been appointed 
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WHAT'S A POKER GAME without kibitzers? And what's an outing of 
the Electrical Associates Club of New York without a bit of friendly poker? 
Around the table, from the left, are Tom Lockner, Accurate Mfg.; K. 
Youngfield, Crannel, Nugent & Kranzer; G. Roberts, Great Western Fuse; 
B. Roth, C. N. & K.; D. Shutta, National Carbon; H. Atkins, Bishop Wire; 
B. Andrews, Carnahan & Dalzell; J. Coughlin, Triangle Wire; F. Schwartz, 
contractor; F. Taub, Westinghouse Supply and N. Gertler, Gertler Electric. 





assistant to W. R. Burrows, vice 
president in charge of manufacturing. 
Lord was co-ordinator of all refriger- 
ator manufacture. In his new work, 
he will be in close touch with all 
manufacturing departments, specialize 
in cost reduction. His former posi- 
tion has been taken over by J. F. 
Eckel, who had charge of the cost 
department of the refrigerator di 
vision. 

Carl W. Maedje becomes director 
of publicity and public relations for 
the lamp department with head 
quarters at Nela Park. He succeeds 
J. W. Milford, who resigned to affili- 
ate with N. W. Ayer & Son, adver 
tising agency. Maedje has worked at 
Nela Park 15 years, doing editorial 
and promotion work. 


New Wesco House 


TOLEDO—Outgrowing its former 
location at 812 Lafayette St., West- 
inghouse Electric Supply moved this 
month to a new, modern building at 
1920 N. 13th St. The one-story ware 
house contains 25,000 square feet of 
space and incorporates spacious dis- 
plays and fine facilities for stocking 
and shipping. 

The well illuminated display room, 
used for showing supplies, appliances, 
‘ommercial and industrial lighting, 
also contains a complete electric 
kitchen which will effectively demon- 
strate to dealers and their customers 
the advantages of living electrically. 
And that means greater volume for 
Westinghouse salesmen. 





Reed Fan Expands 


NEW ORLEANS—To keep. step 
with the fast-growing ventilation 
market and their own _ increased 
volume, Lyman and Garner Reed, 
owners of Reed Unit Fans, Inc., have 
expanded manufacturing facilities 
from 18,000 to 30,000 square feet. 
Their address is 501-503 N. St. Pat 


rick St. 





ADVANCED ¢o assistant sales manage) 
of the Westinghouse merchandising divi- 
sion. Before taking over this work, R. C. 
Cosgrove headed up the household re- 
frigeration department. A _ graduate of 
Carnegie Tech, he has spent his entire 
20-year business career under the West- 
inghouse banner. 
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BACK ON THE AIR SEPTEMBER 17* 





“G-E MAZDA HOUR OF CHARM®” returns to N. B.C. 
Red Network to help you sell 
more G-E MAZDA Lamps 


EW guest features! “The new G-E MAZDA Hour of 
Charm” with Phil Spitalny and his All-Girl Orchestra 
goes back on the air Sunday evening, September 17th at 10 
o’clock /Eastern Daylight Saving Time}. 
Here’s a program that every one of your customers will 
enjoy hearing. And every wired home in your community 
will be a potential audience for this brand new show. 
It’s another powerful advertising force .. . in addition to 
magazines, and newspapers... to help you sell more G-E 
MAZDA lamps for Better Light-Better Sight. 
It will tie-in with General Electric’s big light-conditioning 
program by featuring the right size bulbs in the right places, 
Certified I.E.S. Lamps, and other equipment for light-con- 
ditioning. 
Tune in and tie-in with the new ‘“G-E MAZDA Hour of 
Charm.” Listen to the program every Sunday evening your- 
self and invite your customers to do so. 


Returning to the air at the start of the “eyestrain season’’, the G-E MAZDA 
Hour of Charm will be a potent force for bringing the Better Light-Better 
Sight story into every wired home. Effective merchandising plans for 
dealers to tie-in with this program are ready for immediate use. 


G-E MAZDA LAMPS 
GENERAL @ ELECTRIC 


September 1939 — WHOLESALER’S SALESMAN 












































































































































THESE MEN throw the strikes and spares for the Fox Electric Supply Co., 
Elgin, Ill. The captain, A. Fisher, sits in front. The other bowlers are, left 
to right, E. E. Hasselquist, H. R. Johnson, J. O. Nelson and H. Wilkinson. 
Ernie Hasselquist admits, though, that they aren’t quite ready to challenge 


Lyle Fife’s team from Detroit. 





(uota Busters Vacation 


Realizing that many wholesale ap- 
pliance salesmen are apt to go far 
above quota on one or two lines and 
do a less intensive job on the others, 
General Electric early this vear did 
something about it, announced a spe- 
cial sales contest, which promised a 
trip to New York to those doing a 
balanced sales job. 

\s a result more than 100 whole 
salers’ salesmen from all parts of the 
country had a four-day vacation at 
the Westchester Country Club, Rye, 
N. Y., last month for doing a quota- 
job on from five to seven G. E. 
major appliance lines during the first 
six months. In fact a few of the 
boys went 150 per cent of sales quota 
across the entire line. 

Top men included W. F. Henley of 
James Co., St. Louis; W. M. Page of 
Merriam Co., Schenectady; K. F. 
Stutz, G. E. Supply, Louisville; G. L. 
Taate, Valley Electric Supply, 
Fresno, Cal.; and W. A. Marsden, 


George Belsey Co., Los Angeles. 


Ye . . 
Kansas City Picnic 
KANSAS CITY—A temperature of 
100 degrees didn’t cramp the 13th 
\nnual Picnic of the Kansas City 
Electric Association in the least. It 
went off in great style with 250 elec- 
trical men, their wives and children 
participating. 

Chairman Fred Geiss had a pro- 
gram of intetest to everyone including 
races, golf, card games, treasure hunt, 
dart throwing, ice cream and all the 
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rest that goes with a first rate picnic. 
\n added feature, which attracted 
plenty of attention and favorable com- 
ment, was the showing of movies 
taken at the previous three picnics. 
Wholesalers, manufacturers and utili- 
ties provided dozens of prizes, ranging 
from candy and toys to radios. 


Nesco Vice-Presidents 


MILWAUKEE—To = secure better 


coordination between various. sales 





and manufacturing divisions, National 
Enameling and Stamping Co. has 
created two new offices—vice presi- 
dents in charge of sales and manufac- 
turing. 

John F. Thomas heads sales and 
Emmett G. Gardner is responsible for 
manufacturing. Thomas’ comes to 
Nesco from Braun & Co., business 
consultants, where he managed the 
New York office. Previously he was 
with Sears, Roebuck as manager of 
Economic Research, director of Pub- 
lic Relations and assistant to D. M. 
Nelson, vice president in charge of 
merchandising. 

Gardner joined Nesco the first of 
the year as Milwaukee factory man- 
ager. Besides heading up manufac- 
turing, he also supervises purchasing 
and traffic, product development, plant 
personnel of the Stove Plant in Mil- 
waukee. 


. 
Fostoria Sales 

eee 
Division 
FOSTORIA, OHIO—To provide 
more effective sales control in the 
eastern territory, The Fostoria Pressed 
Steel Corp. has formed the Eastern 
Division under the direct supervision 

Fritz Uhlenhaut. Formerly north- 
east district manager, Uhlenhaut is 
now responsible for sales in New 
England, metropolitan New York and 
the Middle Atlantic states. 

Copley Sales Co., Boston, is selling 
Fostoria’s line in New England and 
W. Lawson is covering metropolitan 
New York, while J. Harry Richards, 
previously eastern district manager, 
has the Middle Atlantic district, work- 
ing from Philadelphia. 










AN EVEN DOZEN of the folks at the Hawkins Electric Co., Chicago. Start- 
ing from the left are Edwin H. Frank, Louis J. Conforti, Otto E. Frankenbush, 


Eugene S. Belfry, William Tomory, 


Laura Shope. 


Catherine Hogan, Paul Gradolph, Mollie 
Pollock, Florence Riermaier, Katherine 


Anderson, Alvin H. Burdick and 
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WHOLESALERS H. P. Litchfield (left) 
and E. C. Heidt busy chatting at annual 
outing of Essex Electrical League held 
at Crestment Golf Club, West Orange, 
N. J. Litchfield manages Graybar’s 
Newark house and Heidt heads the 
Elizabeth branch of Turtle & Hughes. 





NEW SALESMEN for Bryant Electric 
are Theodore C. Kissell, left, and 
Thomas B. Combs. Kissell travels New 
Mexico, Texas and Oklahoma, makes his 
headquarters at Dallas. Combs sells in 
Vetropolitan Chicago. 





ACTIVITIES of Cutler-Hammer’s Re- 
sale Sales department are now the-re- 
sponsibility of F. A. Wright, who goes 
to the main office at Milwaukee, after 
doing a good selling job in the St. Louis 
territory. Wright’s predecessor was 
B. M. Horter, now general sales manager. 








CAN'T STICK OR CORRODE 


A “SNAP” TO REMOVE OR ATTACH 


Nowhere else a fixture like this—the simplest detachable reflector ever 
made—and the only one which gives you these two important advantages: 


1 Metal-to-glass connection between hood and reflec- 
* tor; cannot corrode or stick. 


? The socket is easily removed without tools; reflector 
* may be immersed for thorough cleaning. 


GOODRICH 
DISKONECT REFLECTORS 


To attach, simply lift the plunger; reflec- 
tor and lamp are removed as a unit. When 
you press reflector back into the hood, 
the spring-set plunger snaps solidly into 
place, locks securely.One hood accommo- 
dates both medium and Mogul sockets. 
Reflectors, finished in permanent porce- 
lain enamel, are offered in a variety of 


styles. An exclusive Goodrich product. 


Sold Only Through Electrical Wholesalers 


MEMBER OF R.L. M. STANDARDS INSTITUTE 


GOODRICH 


ELECTRIC.COMPANY 


oF. 3 eae § ALt Pm? me £8 PF eS 
GENERAL OFFICES AND 'FACTORY: 2921 N., OAKLEY roc enttace 
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COPY-HOLDER 


A new, exclusive item 
that finds ready accep- 
tance in any office. It 
combines a highly effi- 
cient stenographer’s desk 
lamp with a copy or note- 
book holder placed at 
the correct reading angle 
and perfectly illuminated 
by restful, glareless light. 
Prevents eye strain and 
fatigue—helps the stenog- 
rapher turn out more and 
better work. Made in 4 
models. Offers excep- 
tional sales possibilities. 


NATIONAL ADVERTISING 
HELPS YOU SELL 
THE FARIES LINE 


There’s a lamp for every 
portable lighting require- 
ment in office, store, or 
factory. For 59 years, 
Faries Lamps have been 
leaders in style and light- 
ing efficiency — your as- 
surance that they’ll make 
good with your cus- 
tomers. The Faries name 
on a lamp has come to 
mean something. Adver- 
tising in such magazines 
as Time, Business Week, 
Forbes, Banking — publi- 
cations regularly reach- 
ing well over a million 
executives in all lines of 
business — men whose 
preferences influence the 
purchase of lighting 
equipment. The Faries 
line is complete — and 
kept strictly up to date. 


FARIES MFG. CO. 


1006 E. Grand Ave., 
Decatur, Ill. 


S. ROBERT g§@CHWARTZ DIV. 


No. 2242 


Guardsman 


Ay 
No. 1561 
Executive 


whe? 


{4 a 


ae 


No. 


. 1989 
Natural Light 


No. 2207 
Guardsman 


Desk Lamp 


“No. 141 
Adiustable 
Bracket 


/ 


No. 4! 


Bench Light 





FTC Crackdown 


WASHINGTON—As a further indi- 
cation that it means business, the 
Federal Trade Commission has or- 
dered Fred Adelmann, also known as 
Frank Adelmann, trading as Vit-O- 
Net Co., Vit-O-Net Corp., and Elec- 
tric Blanket Co., 1716 S. Michigan 
Ave., Chicago, to discontinue mis- 
leading representations in the sales 
and distribution of “Vit-O-Net”, de- 
scribed as an electrical blanket device 
for treating diseases. 


Visual Education 


BUFFALO—Tying-in with the Better 
Light-Better Sight program, the Buf- 
falo Sight Conservation Society has 
prepared booklets dramatizing the im- 
portance of eye care and will dis- 
tribute it among local school children. 

It is felt by the executive committee, 


| of which Merrill E. Skinner (Buffalo 
| Niagara Electric Corp.) is chairman, 
| that important improvements in light- 
| ing and color applications during last 


few years have made the former edu- 


| cational material of eye-conservation 


“out of date.” The committee also 
feels that the dramatic presentation, 


| achieved in the booklet, will get their 


story across more readily. When the 
school kids carry the message back 


| home—as they will do—the electrical 
| industry is going to feel it. 


ELECTRICAL BUDDIES and crack 
salesmen for Graybar’s San Francisco 
house get together at a sales confab. 
Tommy Thomson, left, travels the East 
Bay territory, while Walter Martinez 
brings in business from the Redwood 
Empire strip along the Coast. 


Sutton-Hanlon Team 


SAN FRANCISCO—Lloyd R. Han- 
lon has teamed-up with E. Lloyd Sut- 
ton, forming Sutton and Hanlon to 
represent Middlebury Electric Clock 
Co., Majestic Radio & Television 
Corp., American Ironing Machine Co. 
(Simplex), Universal Cooler Corp., 
and Detroit Vapor Stove Div. of 
Borg-Warner in the western states. 

Sutton has been handling these lines 
for several years creating dealer and 
public acceptance. With Hanlon 
joining him, the firm will be in a 
position to cover the territory more 
intensively. Hanlon is located at 1355 
Market St., San Francisco and Sut- 
ton will open offices at Los 
Angeles. 


soon 








HOW TO KILLA SALE 


= i" 

G te GLANK COMPANY {5 

Sq PUTTING OUT A LAMP 

~<—- THAT LOOKS PRETTY 
See, GOOD TO mE TOO 








YEH BUT Most OF 
THEIQ STUFF 1S 
WFULLY Lousy ~ 


— 
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INDUSTRIAL CONTRACTORS 
and factories maintaining electrical 
departments are the hunting grounds 
for Ralph J. Valentine, sales manage 
of the H. Poll Electric Co., Toledo, 
Ohio. The big idea, as he sees it, for 
selling these accounts is (1) first class 
lines and (2) selling yourself and your 
house. He has the answer, too. For 
Ralph is among the top flight sales- 
men of Square D panelboards, safety 
switches, and so forth. He has heen 
with Poll about eight years. Before 
that he sold for the old Bissell Elec- 
tric there. 





Retires from Graybar 


NEW YORK—After 30 years of 
service with Western Electric and 
Graybar, C. A. Davis has retired to 
his log cabin in Vermont. \t the 
time of his retirement, he was tele- 
phone sales manager for Graybar. 
Long active in industry affairs, Davis 
belonged to the Telephone Pioneers 
and for many years was an advisory 
member of three committees of the 
\ssociation of American Railroads 


Electric Service 
Happenings 


NEW BEDFORD, MASS.—Follow 
ing long, practical experience in the 
motor repair department, Edward A 
Jenney of Electric Service & Sales 
Co., wholesalers, has been promoted to 
the sales force, contacting industrials 
in New Bedford and Middleboro. 

To improve warehouse operations 
ind speed-up service, this organiza- 
tion has installed an elevator operat- 
ing between the basement and fourth 
floor. 
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Show Windows 
Counters 

Wall Cases 

Hotels 

Clubs 

Restaurants 

Factory Buildings 
Homes 

Prefabricated Houses 


Outlet Systems 
Beauty Parlors 


Floor Lamp Displays 
Table Lamp Displays 
Portable Fans 

Water Coolers 


Overfloor Outlets 
Telephone 

Office Machines 
Fluorescent Lamp 


Lighting 


Bank Teller’s Cage 


- To Our Wholesalers’ Salesmen: 


This Wiremold advertisement app 


seca . 
tractor publications. By showing co 


business it helps you to 


ng national con- 
ook for NEW 


ears currently in leadi 
tractors where to | 


SELL WIREMOLD. 
















Modern Service Station Lighting with Wiremold Fluorescent 


Become Lighting 


HEADQUARTERS 


for Your Territory... 


at a time when better lighting is your 


best business building opportunity 


pono gs Wiremold developments in the field 
of lighting offer Wiremold Contractors an excep- 
tional opportunity to assume leadership in the very 
definite UPSWING in lighting business now evident 
throughout the country. 

Wiremold has consistently lead in the development 
of needed NEW Better Wiring Systems and equipment 

. to meet the demands of this trend. 

Wiremold Flourescent Strip, Fittings and Reflectors 
have already established new standards of convenience 
and efficiency in installing Fluorescent lighting. 

NEW Wiremold Showcase Strip for Fluorescent and 
Lumiline lamps; Wiremold Show Window Lighting 
Systems and the broadened application of other Wire- 
mold Wiring Systems such as “ Pancake” and Plugmold 
in connection with lighting modernization for homes, 
stores, offices, commercial buildings and schools .. . all 
of these give Wiremold Contractors and utility lighting 
departments an unrivaled set-up for correct solution of 
present day better lighting problems. 


Use Wiremold Engineering and Data Sheet Service Freely 


All the resources of the Wiremold Company, 
including experienced lighting engineering 
assistance, are placed at your disposal to aid 
you in building profitable new lighting busi- 
ness NOW. Use these services freely. 
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because they are 


1D; ependable 


The leading utility companies and 
“industrials” use PENN-UNION fit- 
tings to make certain of dependable 
connections. 


They know that every Penn-Union 
fitting is carefully designed and 
manufactured ... thoroughly tested. 


Standard and 
special types, 
tor every need, 


Straight and 
angle. For tube 
and cable 


All types; tub 

ing or cable, 

or flat bar. 
These fittings are high conductivity 
copper alloy, with machined contact 
surfaces. 
More than 6,200 items in the Penn- 
Union line . . . for every type of elec- 
trical connection 
. . + including many 
NEW and IMPROVED 


fittings. 


Write for catalog. 


PENN-UNION 


ELECTRIC CORPORATION 
ERIE, PA. 


You'll find it in the complete line 


UNION 


Conductor Fittings 


MOVING AHEAD. T. E. Smith, 
leaning on the ILG display, is now in 
the electrical department of the 
Riechman-Crosby Co., Memphis, as- 
sisting H. S. Wright, manager. He 
has been with the company about 
three years. 








New Airtemp Distributors 


Aware that Airtemp’s (Chrysler) 
|new Cool-Breeze window conditioner 
can be warehoused, sold, and installed 
as a “package” item, several more 
| wholesalers recently have taken on 
the distribution of the line. 

Moock Electric Supply, with houses 
at Canton, Cleveland, Akron, and 
Youngstown, is pushing these portable 
conditioning units in that section. In 

| metropolitan New York, Bruno-New 
| York, Inc. is responsible for distribu- 
| tion. 
| The Cincinnati region is covered by 
salesmen of Lockie & Glenn. A Pitts- 
burgh firm, Anchor Distributing Co. 
sells in western Pennsylvania, north- 
ern West Virginia, western Mary- 
land and eastern Ohio. Concord 
(N.H.) Hardware and Plumbing 
| Supply Co. has extended its New 
| Hampshire franchise to include Maine 
land Vermont. W. C. Line Co., West 
| Springfield, Mass., is distributing in 
| that territory. 


. . . 

Visit Factories 

TAMPA, FLA.—To get a first hand 
picture of manufacturers’ plans for the 
fall, also to see how certain products 
are made, Sales Manager J. A. Meier 
and Service Manager R. Q. Austin of 
Raybro Electric Supplies, visited a 
number of their suppliers on a com- 
bined business-pleasure_ trip last 
month. Their wives accompanied 
them on the swing which included 
Washington, Philadelphia, New York, 
Bridgeport, Boston, Worcester and 
Toronto. 





New Guth 
Representative 


ST. LOUIS—Edwin F. Guth Co., 
manufacturer of lighting equipment, 
has appointed George T. Wyche to 
cover southern Ohio, Kentucky and 
Tennessee. Formerly with the Miller 
Electric Supply Co., Jacksonville, 
Fla., and well experienced in lighting, 
he is well qualified to serve whole- 
salers and their customers. This ter- 
ritory was formerly traveled by Earl 
L. Urban, who was killed in an auto- 
mobile accident earlier this year. 


Canfield Takes S-W 


KINGSTON, N. Y.—The sales staff 
ot Canfield Supply Co., Kingston, 
N. Y. supply and appliance whole- 
salers, are now selling Stewart- 
Warner refrigerators, ranges and 
radios as exclusive representatives in 
six counties. Heretofore they handled 
the Universal refrigerator. 


Photobell Moves 


NEW YORK—Increased _ business 
necessitated the Photobell Corpora- 
tion’s recent move to larger quarters 
at 123 Liberty St. This company, 
which manufactures electronic de- 
vices and photo-electric cell controls 
for store and factory applications, 
was formerly located at 96 Warren 
at. 


NOW A COLONEL. James N. 
Roos, general sales manager for the 
Electrical Supply Co., New Orleans, 
is now officially a colonel in the eyes 
of the governor of Louisiana, being 
added to the staff some time ago. 
It doesn’t affect his daily chores, 
though. For Jim continues to hustle 
for more electrical business. He's 
been at it for 20 years, starting as a 
stock man there at Elecrical Supply. 
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Graybar, Salt Lake City adds to its 
staff in the stenographic department 
Virginia Chamberlain, John Dencker 
to the service and warehouse staff, 
W. C. White in charge of assembling 
and packing. 


Jack Beebe, a member of the sales 
staff of Thordarson Electric Co., Chi- 
cago, for about six years, has advanced 
to assistant sales manager. He succeeds 
W. S. Hartford, who is now sales man- 


ager, as recently announced. 


At WESTINGHOUSE 


Appointed manager of the household 
refrigeration department of Westing- 
house at Mansfield, Ohio, is T. J. 
Newcomb. Commercial refrigeration 
activities will be merged with the air 
conditioning department under the 
direction of P. Y. Danley with h. q. 
at East Springfield, Mass. ... To Chi- 
cago moves C. H. Guy who has been 
merchandising manager in the south 
central district. He will succeed C. A. 
Dostal as merchandising manager of 
the northwest district. Mr. Dostal 
moves to manager of sales for the Pa- 
cific coast district. The southeastern and 
south central districts of the company 
will be consolidated under the manage- 
ment of §. M. Davison, with h. q. at 
Atlanta. 


G. W. Fischer takes up his new 
duties as Wholesaler Representative of 
the General Sales Staff, Edison General 
Electric Appliance Co., Inc. 


At G-E 


At G-E, personnel changes in a num- 
ber of departments include the appoint- 
ment of H. R. Summerhayes as con- 
sulting engineer of the Central Station 
Department, Schenectady, after being 
in the company’s service since 1896. 
D. M. Jones, who was in charge of the 
sponsor engineers section of the de 
partment, has succeeded Mr. Summer- 
hayes. .. . George W. Henyan, for the 
last nine years sales manager of the 
radio department at Schenectady, takes 
over duties of manager of the transmit- 
ter and tubes sales divisions of the com- 
pany’s recently organized radio and 
television department. . . . His head- 
quarters continue to be in Schenectady. 

. R. S. Neblett has been appointed 
assistant manager of the turbine divi- 
sion. With the division since 1923, he 
comes from the position of manager of 
sales of the Schenectady section of his 
division. ... 4 Appointed opérating man- 
ager for the Pittsfield Division of the 
Plastics Department, Hugh R. McKean 
moves from the position of assistant 
supervisor of costs for the General 
Electric Company. 
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Duplex Dome Reflector 


Wee. 
LIGHTING UNITS ~—. 


_ 
direct light d d. aay 
* are in demand Girort Want Copnwers. Lowers te 











light up to relieve unpleasant con- 
trast. White porcelain enameled 


© they satiety Senet wa 
* they build sales 


with heavy 
threaded hoods 
(3%4” if specified). 
For years QUAD Lighting Units have been 
demonstrating to Wholesalers their ability to 
build sales. Contractors rely on QUAD Units 
and demand them. They know from experi- 
ence that they are modern, efficient, and that 
they satisfy customers’ requirements. QUAD long Soom Meodiight 


offers the right unit for every need—indus- — Enctosed wiring for both single and 
multiple mounting. One-light units 


i ial—i fit 1% or 2 in. pipe, while 
trial or commercial—indoor or outdoor. You OR FRM Py 


. . . Cast al brackets have 
can get more lighting unit sales—stock and  Witing ‘space ao on 


d reflect be adjusted 180 
sell the QUAD Line. dosrecs ‘horizontally "and. tilted 20 


degrees up or down from normal 
vertical position. Beam projecotrs 
removable and interchangeable. 


QUADRANGLE MFG. COMPANY 


32 SO. PEORIA ST. CHICAGO, ILL. 


OE 


| PERFECTED PRODUCTS OF OVER FORTY 
| YEARS OF ENGINEERING AND RESEARCH 


DOUBLY PROTECTED against WEATHER EXPOSURE 


Maximum protection against the constant attacks of the 
elements is assured by the double-thick coating of zinc 
spelter applied by the Oliver Special Hot 
Galvanizing Process. That is why Oliver 
has been a standard specification among 
economy-minded transmission line engi- 
neers for more than 40 years . . . why 
Oliver Pole Line Materials deliver the 
maximum service per dollar invested. 


OLIVER IRON AND STEEL CORPORATION 
mt Penna. 


OLIVE Ra m* MATERIALS 


“APPROVED AND_ ooh D SINCE 1894 
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BEST SELLERS 





ILSCO 
Solderless Lug 


You 
Should 
Know 








ILSCO See 
Set-Screw them 
Connector (and others) 


Write for yours today! 


ILSCO 
Straight Connector 
Dept. WS 


ILSCO COPPER TUBE & PRODUCTS, INC. 


5629 Madison Road Cincinnati, Ohio 





in new ILSCO 
catalog. 














if 
TRICO PRODUCTS 


have stepped up sales for 

Wholesalers everywhere. 
Every item is outstandingly 
different — recognized for 
quality — nationally advertised 
—and above all, sold under 
a controlled ‘‘THRU THE 
WHOLESALER" policy 
that builds a solid profitable 
business for you. 


For Prestige -- For Profit 
Sell Trico 
TRICO FUSE MFG. CO., 


TRICO 


STOP WASTED KILOWATTS AND WASTEFUL SHUTODOWNS 
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R. T. Shiels, who has been manager 
of General Electric’s industrial depart- 
ment at Dallas, is now assistant to the 
district manager. H. A. White, formerly 
manager of the El Paso office, takes 
over Shiels’ work. E. C. Wise, sales- 
man at El Paso, is now manager there. 


G. L. Young, formerly operating 
manager at Boise, Idaho, for G. E. Sup- 
ply, is now in the Salt Lake City dis- 
trict, traveling on the road. He is suc- 
ceeded at Boise by M. M. Saville, who 
was assistant service supervisor at Salt 
Lake City. 


E. G. Hefter has charge of radio 
sales in the central west territory for 
Stewart-Warner. A newcomer to the 
organization, Hefter has been in radio 
and allied fields for 20 years. 


J. J. Nance takes up the duties of 
general sales manager of the Easy 
Washing Machine Corp., Oswego. He 
comes from General Motors Corp. 
where he was wice president and 
g.s.m. of the Delco Frigidaire con 
ditioning division. 


Announcement comes of the appoint- 
ment of Frank R. Pierce, former mana- 
ger of the Household Sales Division of 
General Motors Frigidaire as General 
Sales Manager of the Kelvinator Di 
vision of Nash-Kelvinator Corp. at De- 
troit. 


E. L. Frohlich comes to an executive 
sales position with the New York 
Norge distributor from his former post 
of Eastern Sales Manager, Norge Di- 
vision, Borg-Warner Corp. 


With a service record with Horton 
Manufacturing Company of thirteen 
years Joseph Groshans takes over the 
duties of Western Sales Manager, 
after acting as District Manager in 
parts of Illinois and Wisconsin. 


John W. Strodthoff has joined the 
city sales staff of the Greusel Dis- 
tributing Corp., Milwaukee, Wis. 


R. T. Stewart now turns in his 
sales to the Splane Electric Supply Co., 








WAREHOUSE FORCE of G. E. Sup- 
ply’s Nashville house lineup with the 
trucks. (L. to R.) are Horace Butler, 
driver; Perry Green and Al Moore, 
counter salesmen; W. L. Rogers, ware- 
house boss; Ed Curley and R. A. Austin, 
order clerks; Willie Jones, truck driver 
and porter. Charles Martin, service man, 
is front and center. 





Detroit. He comes from a long affilia 
tion with the Westinghouse Electric 
Supply Co. of the same city. 


Carl Pfeiffer, well known in local 
trade circles, has joined the Cleve- 
land branch of the Graybar Electric Co. 
as city salesman. 


George Sturman is now representing 
Ideal Commutator Dresser on their 
contractor-wiring device line in the 
Minnesota-Dakota area. 





OBITUARIES 


Arthur H. Abbott 


Arthur H. Abbott, 56, for many years 
transformer specialist of General Elec- 
tric’s Boston office, and later a manu- 
facturers’ representative there, died at 
Winchester, Mass., on July 31 after a 
protracted illness. Mr. Abbott was born 
in Clinton, Mass., and graduated from 
the Massachusetts Institute of Tech- 
nology in 1905. 


MEETINGS AHEAD 


American Institute of Electrical 
Engineers—Great Lakes district at 
Minneapolis, September 27 to 29. Mid 
die Eastern district, at Scranton, Va., 
October 11 to 13. 


Empire State Gas & Electric Asso- 
ciation— Annual convention at West- 
chester Country Club, Rye, N. Y., © 
tober 19 and 20. 


Indiana Electric Association— A nual 
convention at French Lick, September 
28 to 30 


International Association of Elec- 
trical Inspectors—Southern section at 
Asheville, N. Car., September 18 to 22. 
Eastern section at Providence, R. L., 
October 2 to 6. 


National Electrical Contractors Asso- 
ciation—Annual convention at Bellevue- 
Stratford Hotel, Philadelphia, October 


9 to 12. 
e 


National Electrical Manufacturers 
Association—Semi-annual convention 
at Palmer House, Chicago, October 23 
to 27. 

. 

National Electrical Wholesalers 
Association—Semi-annual convention 
at Gibson Hotel, Cincinnati, October 16 


to 20. 
7 


National Safety Council—Meeting at 
\tlantic City, N. J., October 16 to 20. 


Wisconsin Utilities Association— 
\nnual convention of commercial and 
technical divisions at Schroeder Hotel, 
Milwaukee, November 6 and 7. 
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Capacitor Motors—General Electric 
Co., Schenectady, N. Y. Bulletin GEA- 
2420 tells what a capacitor motor is, 
why it is used on pumps. Also described 
and illustrated are features of G. E. 
capacitor motors. 





Solderless Connectors—Dossert & Co., 
242 W. 41st St., New York. Catalogue 
40 includes specifications, illustrations 
and list prices of solderless connector 
line 


Wiring Devices—Harvey Hubbell, Inc., 
Bridgeport, Conn. Catalogue 24 (80 
pages) describes, illustrates, and prices 
line of wiring devices. Products are 
classified with page-index at front of 
catalogue. 






Jobbers, have your dealers 
display this new low-priced, 


quality-built Signal Wall Box 


Vent Fan—and watch them 


Vent Fan—and watch them [4] SIGNAL ELECTRIC MFG. CO. 


*round item. Profitable to 
handle and stock. Display 
eard and envelope stuffers 
furnished free. If you haven’t 
one of these fast selling fans 
on display, get one now. 


: Menominee, Michigan 
Connectors—Burndy Engineering Co., 3 


459 E. 133rd St., New York. “You Can't 
See It... But It’s There”, is a four- | 
page bulletin discussing the friction | 
present between the threaded parts of 
service connectors It tells what Burndy | 
does about this friction problem 


Offices in all principal cities 























































Control Apparatus—Bull Dog Electric 
Products Co., Detroit. Catalogue 395 
(88 pages) describes, illustrates, and 
prices safety switches, service equip- 


A NEW, EASIER WAY 
ment, switch boards, lighting and power 


} feet 10 SELL MORE 
panelboards, and bus distribution sys- 
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Rotary Elec 


ag 8 type of Drill Point 


Drills 


Motor Control—Cutler-Hammer, Inc., 
Milwaukee. “Dust The Destroyer”, a 
20-page pocket size booklet telling ad- 
vantages of maker’s Vertical Contacts 
in combating destructiveness of dust. 
Practically illustrated to get points 
across, 


@ Carboloy Masonry Drills step up 
the performance of any rotary 
portable drill you demonstrate. 
You drill concrete, brick, tile, porce- 
lain, slate, etc., 50% to 75% 
faster, eliminate frequent changing 
of dull drill points, and get more 
accurate, cleaner holes. 

Carboloy Masonry Drills ALONE 
are real volume builders BUT when 
you team them up with 
your portable drill sales 





Food Mixer—Hamilton Beach Co., 
Racine, Wis. Presentation of the Model | 
E food mixer and some good angles 
on how it can be sold. Large illustra- 
tions and short copy highlight various t 
sales features. Two pages devoted to | | pants concrete, ean, os Gb © 
showing that food mixer is a product | brick, tile, ete. 50% 2-way profit-making job. 
tor city, town and farm. to 15% FASTER. Up Step up your portable drill 
te SO Times Longer and drill point sales to elec- 
J trical contractors and others 
Life. Safe on Fragile who drill holes in con- SCRULUGS 
Motor—Westinghouse Electric & Mfg. Work. struction materials. Write ARE TIN- 
) Cai East Pittsburgh. Leaflet F-8496 for leaflet and quick profit 
discusses a general purpose motor in PLATED 
4, and % H.P. ratings. Motor for oper- 
ating home workshop tools, washing 
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resale proposition. 


~~ CARBOLOY COMPANY, INC. 
Dhe Mer’ of CARBOLOT 11133 E. 8-Mile Rd., Detroit, Mich. 





machines, etc. Booklet F-8485 describes | orun oar. ore 


CARBOLOY 


capacitor motors of 1/20 to 34 H.P. for | 
unit heater, fan and blower applications. 
Motors may be used on either 110 or 
5 220 volt supply. Cutaway drawings, out- 


: line dimensions and typical installations | MASONRY DRILLS 


are shown. 
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YOU WILL REGULARLY FIND HELPFUL INFORMATION FROM THESE 


Adam Electric Co., Frank Carboloy Co., Inc. 
All-Steel-Equip Co. Chase-Shawmut Co. General Electric Co., Nela Park 
Alphaduct Products Co. Clifton Manufacturing Co. General Electric Vapor Lamp C4 
American Automatic Elec. Sales Co. Connecticut Telephone & Elec. Corp. Goodrich Electric Co. 

American Blower Corp. Crescent Insulated Wire & Cable Co. Greenlee Tool Co. 

Anaconda Wire & Cable Co. Cutler-Hammer, Inc. Guth Co., Edwin F. 

Arrow-Hart & Hegeman Elec. Co. Diehl Manufacturing Co. Hazard Insulated Wire Works 
Benjamin Electric Mfg. Co. Eastern Commercial Travelers Assoc. Hubbard & Co. 

Boston Woven Hose & Rubber Co. Fleur-O-Lier Manufacturers Hubbell, Inc., Harvey 


General Electric Co., Bridgeport 


Burndy Engineering Co. Fullman Manufacturing Co. Hunter Fan & Ventilating Co. 
Bussmann Manufacturing Co. General Cable Corp. 


Hygrade Sylvania Corp. 
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